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manufacturers to independent hardware 
dealers will mean stability for the hardware trade 
and unbroken supply lines that are so vitally impor- 
tant to everyone in our busy nation, 


THE IRWIN AUGER BIT COMPANY 


WILMINGTON, OHIO, U. S. A. 
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\ V OOSTER dealers have found the 
way to reduce their inventory invest- 
ment, quicken their brush turnover, and 
realize increased profits. —The Wooster 
condensed line of twenty-six fastest-sell- 
ing brushes meets every brush require- 
ment. Stock only items which are in 
demand. Avoid mark-down merchan- 
dise. Eliminate odds and ends. Always 
have fresh merchandise in reserve. The 
Wooster jobber’s salesman will be glad 

THE WOOSTER to show you how you can lift your 
SAMPLER NO. 20 Brush Department sales to faster levels 
Ask the Wooster jobber's sales- of selling by featuring Wooster Brushes. 


man to explain the Wooster 
3-point Merchandising Plan. 


FOSS: SET 


SC ae aa THIN 


THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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MORE PROFITS FOR YO2e 





HERE’S STREAMLINED COOPERATION 


-TO WIN CUSTOMERS FOR. YOU! 
ff 


ca vertising wher } pea: 

WR J TE TO D Ay! . a bei 9 pcos rsa tite | i 4), 
radio in your name . mony” %¢ \ 
FIND OUT WHAT MAKES advertising in national trade magazines ORR: 2 Sy % 
THE VITA-VAR DEALER sales-getting direct-mail promotions x ; v LE \ 


C O O PERATIVE PLAN compelling full-color posters, displays and he 
color cards ; 


| gf 
REALLY WORK! fet 


colorful modern containers 


dealer helps that really help dealers 7a aS 





This Vita-Var cooperation wins customers for you. 
And Vita-Var QUALITY will KEEP those customers. 
Vita-Var's outstanding 52-year record of better 
paint jobs has won the confidence of painters 
and home-owners everywhere. They DEPEND on 
Vita-Var quality for EVERY painting need. - 


Investigate the VITA-VAR COOPERATIVE PLAN— it 
gives you quality products, the protection of ex- 
clusive territories, experienced men to cooperate 
with you...and a modern merchandising plan 
that enables you to MEET COMPETITION at a profit 
—with quality products! GET THE FACTS TODAY! It 
will mean more sales and more profits this year. 








ING LOCKSMITHS 
LOCK ADVERTISING 


The Crowd Gasped 


AS | UNLOCKED THE “MILLIONAIRES’ SECRET WEALTH” 





NEW, SALES-BUILDING CAMPAIGN BEGINS 
IN SATURDAY EVENING POST, FEATURING 
THE ADVENTURES OF SOME OF THE BEST 
LOCKSMITHS IN THE WORLD... WwHO 
TELL YOUR CUSTOMERS: 


= | Buy better locks for better pro- 
* tection. 


a Look for the name YALE for 
* best protection.” 


An Extraordinary Experience of JOHN H. McNAMARA 


And, i 
» In each ad, a famous locksmith urges 
Famous Locksmith, who says: 


the r 
eaders to pay higher prices Sor locks. 
You'll get yee 
more lock busin “Locks trade-marked YALE give you the most protecti 
ess and r 7 ‘ 
of higher-priced locks by tying u oah ake _ 
pee & up with this 


This Solver of Locked-Up 
Secrets Tells You the Secret 
of Reliable Locks 


0 is called in when no one 

lock, says,"*Even a kid can pick 

renk a 1p lock on your house, closet, 
or garage. Safeguard your property by buy 


ing a hard-to-pick "YALE Deadlatch’, It can- 


not be touched by a standard pass-key or a hair 


Window Cards reproducing SAT- nor by a blade slid through a door. 
2 ‘ ne re the name *YALE" is on all 


for price, they give you the 


URDAY EVENING POST ads, «gt, wo ~ 


mnetton recounting additional ad- , 
— of locksmiths — imprinted 
your store name and address. part ii : #4 


“ 
Merchandise Envelopes ” 
i al -.. THE LOCK RECOMMENDED BY 
omy Board Merchandisers (you h . THE WORLD'S LEADING LOCKSMITHS 
a on fi ~ 4 J . 
at P, ae ae locks). Cabinet j FREE BOOKLET 
M . -adlocks. Auxiliar locks . a has many amazing true stories 
etal clips hold lock d : e ‘ At vour hardware dealer's you can find top 
show retail : > a keys — * ae quality YALE Padlocks, Night Latches, Door 
ail price and list number . F 5 Claers, ete. Meanwhile, write for a free booklet 
. _ of the a 


mazing adventures of the country’s lead 
ing locksmiths, 


The YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, U. S.A. 
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These Men Are Lock Experts 
They Recommend Better Locks 


Yale advertising tries to make your customers buy better, higher- 
priced products — which will give you more profit per sale. 
That’s why these famous locksmiths have endorsed our adver- 
tising — for they know that people should buy better locks! 


Selling Cues For 
Bigger Lock Sales 


Answer to your price-minded customers, 
suggested by the famous locksmiths 






















swe name YALE 


is MORE THAN HALE THE SALE! 


ocked with these we 
products? 


“Sure, we have cheaper padlocks. But 
you buy a lock for protection. Why not 
get real protection while you’re about 
it? See—that shackle says ‘hardened 
steel.’ A crook can’t cut that very easily. 
Besides, it’s made by YALE.” 


Are you st 
tised, quality 


ches, Dead- 


ightlat 
dlocks, Night4 binetLocks, 


adlocks,Ca 
hes, De a pm 


YALE Pa 
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Combination 













R CLOSERS --- 


“Airliner” screen 


YALE DOO 


—also 
door closers. 
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le Merchandisers me 
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Free oie, Send this coupon withowt 








i 
YALE & TOWNE, Stamford, Conn. ° 
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Please send me the items checked: 


7 


Famous Locksmith Win- (quantity) of booklet 


cas 1 
L 
; dow Card reproducing “Thrilling Adventures of 
! SATURDAY EVENING World’s Famous Lock- 
; POST ad, free smiths,’ free, imprinted 
TRADE MARK i with store name and 
' a quantity of “merchandise address 
: my envelopes,” free descriptive sheet on Cabi- 
k Merchandi 
descriptive sheet on “Sil- a eee 
L} 
! 
! 
! 
| 
' Nees 
1 
! 
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THE YALE & TOWNE 


MANUFACTURING COMPANY 
STAMFORD, CONN., U.S.A. 


chandiser 


ver Six” Padlock Mer- descriptive sheet on Auxil- 
[7] iary Lock Merchandiser 


eee 
COMPANY .... 
ADDRESS j ree = 
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Super Quality Bug-a-boo 


Brings You Bigger Profits! 





-BUG-A-BOO SALES REACH NEW HIGH! 
Bere TP ed | fF ae 

















Bug-a-boo’s Extra Power Brings You More 
Customers and More Repeat Business! 


rnc LIKE Bug-a-boo. Its super 
power makes it highly effective, It 
does a thorough job quickly...has pleas- 
ant fragrance . . . won’t spot or stain. 

It’s backed by a powerful, nation- 
wide advertising campaign. = 





TWO MORE MONEY-MAKERS 


BUG-A-BOO MOTH CRYSTALS 


Pine-scented crystals, packed in 
vaporizers or cans. These crystals 
give off a saturated air that kills 
destructive moth worms. 
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Arrange for a supply of profit-paying 
Bug-a-boo from your wholesaler, or ad- 
dress nearest office of Socony- Vacuum 
Oil Co., Inc., or affiliated companies. 





BUG-A-BOO GARDEN SPRAY kills or controls 
troublesome insects found on flowers and shrubs. 
4 ounces make 12 to 18 gallons. Used as directed, it 
is harmless to humans or pets. Will not clog sprayer. 








BUG-A-B00 


THE INSECT SPRAY THAT PAYS A PROFIT 
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A Sales Opportunity 
That Fays You Well 
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VISIBLE MARK OF 
GOOD CONSTRUCTION 





“Sure,” you'll say, “a well-constructed house 
will include brass pipe, insulation, approved 
wiring.” Unfortunately, the prospective buyer 


i < 
RTT 


sees none of these things. They are all hidden. 


As one builder expressed it, “Three butts on 











every door is a visible mark of good construction.” 





That is your opportunity. Are you talkirg 
“Three Butts To A Door”? Are you capitalizing 
on this sales building idea? 

“Three Butts To A Door” means that doors 
will hang straight and true, without warping. 
Latch and lock will click to a perfect fit. And, 
for you, it means 2 50%, increase in butt sales. 


enema 
Talk it up to your builder-customers. They [s i A NJ i e Y | 
SSSA SS HY 
TRADE MARK 








will see the merit of this “good construction” 








feature as a selling point for their houses. The 


Stanley Works, New Britain, Connecticut. REMEMBER ...THREE BUTTS TO A DOOR 
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None Better Made ? 
BULL DOG - 2 Braid 


None better made because no one can 
make a better hose. The most critical buyer will find 
nothing to criticize in Bull Dog. Made in two sizes, 
3g" and 34"; and in two lengths, 25 and 50 feet, with 
husky nickel-plated couplings. Also in continuous lengths 
approximately 500 feet to the bale and 250 feet to the 
half-bale. 

A look tells the story. It’s the look deluxe for cartons 
and shipping containers. A container holds five 50-foot 
lengths or ten 25-foot lengths individually cartoned. Also 
shipped in bales containing five 50-foot lengths or five 
25-foot lengths, each length paper-wrapped. 


VIGILANT - 2 Braid 


Supreme in its grade because in physical construction 
it is next only to Bull Dog. Built like a cord tire. Made 
in three sizes, 2", ¥", and 34"; and in two lengths, 
25 and 50 feet, with sturdy, nickel-plated couplings. 
Also in continuous lengths approximately 500 feet to 
the bale and’250 feet to the half-bale. 


They stop, look and listen when they see this 
one. Also in two styles of packages like 





it pee 


BOSTON NOZZLE ECLIPSE NOZZLE CHALLENGE NOZZLE 





The fullest water delivery Runner-up of the Boston Made for a demand that it 
of any nozzle made. A Nozzle. Packed 12 in a will pay you well to meet. 
complete shut-off or . corrugated mailing car- Packed 12 in a corrugated 
stream, spray or mist with hi ‘Li [5 dees 
a turn of the wrist."’ Two ton, 12 dozen in a ship- amen: rt —_ : 
sizes, 34" and 1” ping case. in a shipping case. j 
B 
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VIXEN-1 Braid 


For the popular trade because it meets 
the popular price. Furnished in two 
sizes, ¥g"’ and 34°’; and in two lengths, 
25 and 50 feet, with nickel-plated couplings. Also in 
continuous lengths approximately 500 feet to the bale 
and 250 feet to the half-bale. 


Pretty snappy? You'll say so when you see the sales of 
this sprightly hose item. The hose in cartons comes in 
shipping cases containing five 50-foot lengths or ten 
25-foot lengths. 


For the Price Panade 
TIGER -1 Braid 


For the price parade because it is a real hose honestly 
made. Built in one size only, 5%”, but in two 
lengths, 25 and 50 feet. Also in continuous lengths 
approximately 500 feet to the bale and 250 feet 
to the half-bale. 






















Not particularly dressed up but certainly has a 
place to go — and it goes there! Shipped only 

in paper-wrapped bales containing five 50- 
foot lengths or five 25-foot lengths. 


YloW vwme-nvv DISPLAY 
. Be ° 





sure ft 
feature this 
display for 
the Boston 


Nozzle for 
1941. 
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CARRY THE PAINT LINE WITH T 





POWERHOUSE NEWSPAPER ADVERTISING! In 1941, 

20 ads on Du Pont House Paint and “Duco” will 
appear in 87 big city newspapers. Millions of readers 
will see these ads during the painting season and will 
ask for Du Pont Paints. 


NEW DU PONT DEALER COLOR SELECTOR shows 

standard colors of principal lines in large size sheets 
instead of small color chips. Colorful transparent over- 
lays show customers how finished jobs look. Finest 
sales tool ever offered a paint dealer. 








FAMOUS RADIO PROGRAM! The Du Pont Caval- 

cade of America portrays vivid chapters of American 
history. Every week more than six million people from 
coast to coast listen to this brilliant show. Helps build 
new customers for Du Pont dealers. 


6 SEASONAL MERCHANDISING PLANS help make 

your store a popular shopping center. Complete 
sales helps include handbills, newspaper advertisements, 
store pennants, cloth banner, window trim, and attrac- 
tive specials to bring the customers in. 
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‘THE SALES-WINNING EXTRAS 


Keeps White 
ouses Whiter 











GIANT “‘TRIPLE-ACTION” DISPLAY! Sixty inches A COMPLETE PROGRAM OF COOPERATIVE ADVER- 

long, fifty-two inches high. Works three ways: shows TISING! Du Pont offers you complete local adver- 
colors of principal products . . . dramatically tells their tising service: newspaper advertising, billboard posters, 
uses... shows prices. Enables you to display paints as radio spot announcements. Du Pont shares in the cost 
the chain stores do. of space used by full-line dealers. 


~~ 


@e MAIL THIS COUPON FOR COMPLETE DETAILS e 


—— 


FORCEFUL DIRECT MAIL FOLDERS 
lete make new customers. 1941 program 
nts, includes attractive color card mailer, 
ac- house paint booklet, envelope enclosures, 

“Howtodoit” folders, and sales literature. 


E. I. du Pont de Nemours & Co. (Inc.) 
Dept. HA-21, Wilmington, Delaware 


Gentlemen: Please see that I get full information about the Du Pont Paint 
Line and its powerful sales helps. 


Name. 
Address 


City 
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‘ MYER S SL... 
is WATER SYSTEM PROFITS’ i 


JOR REALLY B/G TIME = 


a , 
7 hdd ”“ 
“"Seeessawassssesene tee 8 A eee 
register 
plated,” 


yuus is an invitation from MYERS to pro- bright rec 


gressive pump men everywhere to sit down Display 
for a few minutes and check up on the advan- $26.30 ne 
tages and opportunities for Water System QUALITY & N THE LAMS 
sales in the farm and suburban market. Today REPUTATION 
no other market offers as many opportunities 
for year round sales and no other line offers as 
many opportunities for profits from the sale § tahdieeies™ 
of related equipment. Backed by MYERS the S ADVERTISING 
leading name in the industry—by constant ad- : 
vertising—by known reputation for quality, 
i SbAiiée oct, Myers Water Systems fit this market to a T. 
‘*"puuncer tree} They are best known, best liked and best 
suited for the suburban and rural trade. 
No other manufacturer in the water system; 
industry offers a more elaborate year round { SPECIAL 
sales-making program of promotional activi-  - be MATERIAL 
ties to develop this enormous market—the ‘ 
dealer selects those best suited to local selling 
conditions. 
Promotional activities alone will not sell 
ar. this market. But take a sound, well co-ordi- 
mA ee nated program, such as Myers offers—plus 
Myers complete line—and you have what it 
takes for greater sales and profits. 
Ask your distributor or write us direct for 
complete information about the Myers line of 
Water Systems and the Myers Water System 
Sales Program for 1941. 


THEF.E.MYERS & BRO.co. 
ASHLAND. OHIO 
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amson S Ceacmewsenie 
RINGS UP PROFITS FOR 5897 
DEALERS WHO HAVE IT NOW! 


Increased sales at lower cost—that is what the Lamson 
SPEEDMERCHANT insures every dealer who uses this 
mewest method of selling bolts and nuts “over the 

ounter.”” Not advertised until now, this stream-lined 
Wmerchandising display and stock of bolts and nuts most 
commonly bought by the general public has been sold 
by jobbers to selected dealers throughout the country 
for the past year. It’s a winner. It makes a profit on 
every bolt and nut sold and it does all the selling itself! 
A "serve-self” idea that plays sweet music on the cash 
iregister for every dealer. Every bolt and nut is “brite- 
plated,’” which makes an attractive display against the 
bright red enameled steel merchandising display cabinet. 
Display bin-type merchandiser, completely stocked, 
$26.30 net, to dealer. Ask your Jobber for the Lamson Line! 





THE LAMSON & SESSIONS COMPANY.*%.« 
: Cleveland, Ohio 





*$26.30 Net, to Dealer : Ary, J 5 : , 
(slightly more west of Denver) “<< =_— 37 
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SON & SESSIONS 
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Blade Clips are spot welded 
to frame so they will not 
loosen. In destruction tests 
these parts hold under a 
strain sufficient to collapse 
the frame itself. 


pered and pressed in under 
heavy pressure. 


2 eee Pin, slightly ta- 


Tension Screws are turned 
and have continuous threads 
—not square stock merely 


threaded at the corners. 


Ferrule is merely a ferrule 
—carries no part of the 
blade tension load. 


Splined Bushing pressed into 
handle under heavy pres- 
sure. Blade tension strain ex- 
erted on a steel to steel con- 


tact—neither ferrule nor 
handle carry any part of load. 


CRESCENT 










Crescent Hacksaw Frame No. 1042. Adjustable 8-12", 75¢ 
Also No. 1040, non-adjustable, in 8, 10 and 12" sizes at 60¢, 65¢ 
and 75¢, respectively. 
@ Crescent makes a complete line of Hacksaw 
Frames for practically every type of service. They 
are offered with wood, steel and composition 
handles. Prices range from 60¢ to $2.00. 


Even the lowest priced Crescent Frames incorpor- 
ate the quality features, illustrated above, which 
assure not only better performance and greater 
utility, but add substantially to their years of 
serviceable life. No. 1042, illustrated, meets Gov- 
ernment Specifications for straight handled Hack- 
saw Frames, as drafted by U. S. Federal Speci- 
fications Board. 


Leading Hardware Dealers everywhere stock and 
sell Crescent Hacksaw Frames as well as other 
quality hand tools made by Crescent. 


CRESCENT TOOL COMPANY Jamestown, N.Y. 


Hemenway HOOLS 
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List Price 


{at the factory} 


HiT THE “feck Pot” IN 1941 
WITH THE COOPER LINE 


Precision-built from the ground up, as a strictly 
power unit — the 1941 Clipper is designed to 








give the Hardware Trade a top-flight mower at NEW COOPER CLIPPER 
a price that meets any competifion on a 

quality basis. FEATURES 

New and exclusive Weed Cutting Attachment Enclosed reel bearings. ~ Timken 
now available at small additional cost. self-adjusting 

This Year Feature Cooper — Cash-in on this All-steel electric welded reel 

big new $5,000,000 market with seven simpli- limi d 

fied self-contained, fully-powered units from 18” All clutches eliminate 

to 65” wide, at $76.50 to $440.00, that meet every Enclosed chain and sprockets 


possible lawn mowing problem, 


Nearest distributing point, new literature or any 
other information gladly mailed on request. PROOF OF COOPER VALUE 
Address inquiry to Desk (3)425. 


Briggs & Stratton 4-cycle engine 
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in the complete Bethlehem line of 
Galvanized Steel Roofing 


Wauen you stock the complete 
Bethlehem line of Galvanized Steel 
Roofing, you carry material to meet the 
needs of every one of your roofing 
prospects and customers. And that’s a 
real shortcut to more roofing sales. 

Most folks are cagy about buying 
“just any old roofing” to do a specific 
job. They like to know that the roofing 


they get is right for a particular use— 
in quality, in price, in protection. In 
the styles of Bethlehem Roofing illus- 
trated—Stormproof, V-Crimp, Corru- 
gated, Roll—your customers will have 
plenty to choose from. 

But that’s not all. They can have 
Bethlehem V-Crimp in any one of three 
patterns, with two, three or five V’s. 


Bethlehem Corrugated is available in 
two corrugations, 114 and 21% inches. 
And all Bethlehem Galvanized Steel 
Roofing is furnished in a wide range of 
gages and lengths to suit individual 
needs. Furthermore, the complete line 
is also available in rust-resisting Beth- 
Cu-Loy, the Copper-Bearing Steel with 
double life. With a line-up like this, 
you’re really offering your customers 
something. Let them prove it to you. 
For this is the roofing with style for 
every one, the roofing they’ll buy. 


BETHLEHEM STEEL COMPANY 
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Dealers, Here’s Profit News! 


37 MILLION MAGAZINE ADS 


On Coleman Camp Stoves — Floodlight Lanterns! 
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Two New Streamlined 
Coleman 
Camp Stoves 


Two new stoves to step-up dealer 
rofits. Rounded corners, recessed 
egs, ee Bes lid, improved burn- 
ers, packs and handles like a piece 
of luggage! Don’t miss these models. 
Stock them at once. Five popular 
models. Prices as low as $4.95 


(in U.S.A.) 








2,900,000 Copies 
Features BOTH Stoves & Lanterns 


America’s Largest 
Selling Line! 


1941 will be a BIG sportsmen’s year— 
and another BIG year for Coleman 
Camp Stoves and Lanterns. Large space 
in a long publication list, including Col- 
lier’s, Saturday Evening Post, Farm 
Journal, Progressive Farmer, Field & 
Stream, etc., features these fast-sell- 
ing Coleman Stoves and Lanterns—in- 
cluding the two new streamlined stoves. 


Guide ‘‘pre-sold’’ prospects to your 
store! Arrange now to tie-up with this 
big campaign. Consult your jobber’s 
salesman—write us for special display 
material! Address Dept. HA-14 


















The Amazing New 


Speed-Master 
TABLE STOVE 


Thousands in use, sales in- 
creasing monthly. It's a real 
profit producer because of 
its wide market: : Instant- 
lighting. Burner instantly 
regulates from 
mer to blowtorch heat. 
Retails for $5.95. In U.S.A. 


CSD-14 


low sim- 


Wichita, Kans. 






























Coleman @_ 
Floodlight Lanterns 


in Gasoline and Kerosene Models 


When we say floodlight, we mean 
floodlight! They’re so brilliant— 
throw a light so far that you can 
actually read a newspaper 50 feet 
away. No wonder Coleman Flood- 
lights are fast sellers with a wide 
national market. Buyers in every 
community, including sportsmen, 
fishermen, farmers, etc. Five mod- 


els. Retail prices as low as $3.95 


(in U.S.A.) 





e SPEED-COOKING CAMP STOVES 
e FAMOUS FLOODLIGHT LANTERNS 
ed 3 ee 





THE COLEMAN LAMP AND STOVE COMPANY 
Chicago, li Philadelphia, Pa. 


Los Angeles, Calif. 
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R. HERRNSTEIN is widely known as a past presi- 
dent of the Ohio Hardware Association, and is at 
present Ohio representative on the National Board. 
Read what he says about his 35 years as an American 
Fence dealer: 
“In 1905, we started to sell American Fence. The 
reaction of our customers has been so favorable that 
rer thought of giving them anything but Ameri- 
‘ence. It has all the qualities any good fence should 
have and our customers have always been well satisfied 
with the long service they get from American Fence. 
“Because American Fence is so well-advertised and so 
well known, it actually sells itself. Almost the only selling 
we have to do is to let the farmers know that we have 
American Fence. Not only do our regular customers buy 


STEEL & WIRE 
COLUMBIA 


COAL, IRON 


AMERICAN 


TENNESSEE 


STEEL 


CAN FENCE 





‘So well-advertised, 
so well known, it 


ACTUALLY] | 
SELLS || 
ITSELF!” 


.. . Says A. E. HERRNSTEIN, successful 
hardware dealer of Chillicothe, Ohio 

















it, but the fact that we handle American Fence has 
brought us many new customers. We strongly recom- 
mend U-S-S American Fence.” 

Satisfied customers! New customers! Easier selling! 
That’s what American Fence has meant to Mr. Herrn- 
stein and hundreds of other fence dealers. 

American Fence has a reputation for sturdiness, long 
life and full value. That’s why there is more American 
Fence in use than any other brand. Cash in on this popu- 
larity. Stock U-S-S American Fence—display it tell 
farmers that you have it. Write for your copy of our 
latest dealers’ catalog illustrating the complete U-S-S 
American line of quality steel and wire products. And 
ask us for displays, folders and other sales helps to make 
vour store known as fence-buying headquarters. 


COMPANY, Cleveland, Chicago and New York 
COMPANY, San Francisco 
& RAILROAD COMPANY, Birmingham 


United States Steel Export Company, New York 
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Heater Dealers! 


Want an Ealra Bonus 


on PAST SALES 













Ja YOURS... 


with this 
Thermostatic 
Heat Regulator Set 
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Profits take care of 
themselves if you keep 
your customers’ production 
humming with TRIPLEX 
Threaded Fasteners 


“Plenty of business” doesn’t always mean “plenty 
of profits”’—especially if complaints and adjust- 
ments run up your selling costs. TRIPLEX Cap 
and Set Screws, Bolts and Nuts help users reduce 
assembly line delays — give them strong, clean 











threaded fasteners that add materially to economy 
of operation. 


TRIPLEX Cap Screws, for instance: All stand- 
ard sizes, all heads and threads. Tough upset 
blanks made from strictly specified steel—threaded, 
pointed and finished on modern machines that as- 
sure accurate dimensions. Heat treating carefully 
controlled in latest type electric furnaces. 


Supply threaded fasteners that boost 
your reputation and profits. Investigate 
TRIPLEX. Write today for samples, prices. 


THE TRIPLEX SCREW COMPANY 
5319 Grant Avenue Cleveland, Ohio 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


Make one more profit on the space Heaters 
you have sold. These customers will enjoy 
, the convenience and economy. of modern 
Automatic Heat Regulation. Complete A-P Set 
installed quickly and easily, on any heater 
using A-P Model 240-DR or 240-D2 Manual 


Oil Controls. New “Plug-In” transformer 
makes installation as simple as plugging in 
a lamp socket. 


Start out after EXTRA Profits NOW with this 
modern Thermostatic Heat Regulator Set! 
Ask your Heater Manufacturer, Distributor or 
Hardware Jobber for details of A-P Thermo- 
static Heat Regulator Set for oil-burning space 
heaters. 


AUTOMATIC PRODUCTS COMPANY 
MILWAUKEE 


THIRTY — SECOND ‘STREET 





@ WISCONSIN 
ALE ER RE TIE 


* Millions Sold + + + Used in Every Industry * 
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Even the Force 


applied by 


HUMAN HANDS 


calls for the use of 








NICKEL 





Economical use of these alloys for 
hand tools emphasizes their advan- 
tages for power equipment parts 





Stresses and shocks take their toll even of 
hand tools. Cutting edges are dulled. Wrenches, 
pliers, hammers and such tools are damaged. 
Handles and shanks are broken as a consequence, 

so industry today is turning more and more to 

the use of Nickel alloy steels. 

Light in weight, hand tools of Nickel alloy 
steel possess toughness, rugged strength, and 
excellent heat-treating qualities. They outlast 
hand tools of other materials many times over. 

They are more economical to use and maintain, 
and lower in ultimate cost. 
The forces that destroy hand tools also shorten 
j the life of power-operated equipment. Multiplied 
a hundred-fold, wear, high stresses and heavy 
shocks are constantly imposed on moving parts. 
i The need for metals that will withstand this pun- k 
ishment is therefore proportionately greater. 


> Re ~ 1. These wrench sockets, manufactured by 3. Bridgeport Hardware Company wrenches of 
The Nickel alloy steels possess 1n high degree Plomb Tool Company, Los Angeles, are S.A.E. 4650 Nickel-molybdenum steel. 
the qualities required. Economical to use for made of Nickel-molybdenum steel. 4. Nickel alloy steel heavy duty serew driver 
he d j ‘ made by Stanley Tools, New Britain, Conn. 
iand tools, they also assure for machinery parts 2. Dinging hammers and small ball pean . 
dur bilit ‘ d ] or life. C ltati hammers of various types, manufactured by 5. Various types of heavy-duty pliers and pincers, 
: — aty an ens r ane aemciteg tation on prob- Plomb Tool Company, Los Angeles, are made manufactured by Wm. Schollhorn Company, 
lems involving their application is invited. from Nickel alloy steels. New Haven, Conn., from Nickel-chromium steel. 


THE INTERNATIONAL NICKEL COMPANY, INC., NEW YORK, N. Y. 
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Everything You Need to Know 
About BUILDERS’ HARDWARE 


NOW? 


For the First Time 
in Permanent 
BOOK FORM 
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AMA 


This is your only source of 










complete, authentic, easy-to- 


ee ee ee 


read information on all phases 
ef BUILDERS’ HARDWARE 


mo 
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é If you are one of the many hardware men who have always 

q wanted to know more about Builders’ Hardware—and how to make Here are some of the features and 
more profit from its sale—but could not, because of the lack of profitable ideas in this book that will 
information on this subject—“TAKING THE MYSTERY OUT OF mean mere dollars for you! 


BUILDERS’ HARDWARE?” is the book for you. 220 pages—page size 8'/2 x 11'/2 inches— 
cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and “follow-up” items. 

A wealth of specific information on equip- 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools, hotels, 
office buildings, churches, apartments, etc. 











You'll also be shown how to read blue prints, and to specify jobs; ping public buildings. 
how to work with property owners, contractors and architects; how Nine comparative charts which show you how 
to use Builders’ Hardware to increase sales in your other depart- to match different items. 
ments. This book will bring you all you need to know about this A working Blue Print, size 25 x I1'/2 inches, 
profitable, basic hardware line. Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
The experienced Builders’ Hardware Engineer will want this book dex, etc. 
for its use as a handy reference work. The beginner will want it Over 600 Illustrations, Charts and Diagrams. 
as a text book to use as the only complete home study course in this 
subject ever published. ORDER YOUR COPY NOW 
Your clerks, too, should have this new book. They will become F,TSP"Te, Tournclt, for | he eer ardwware 
more valuable to you and more valuable to themselves by reading offers you to increase your earning power. 
and studying it. GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 




















maATL THIS coOuUPOoOnM ‘TODAY 
HARDWARE AGE 


100 East 42nd St., New York, N. Y. 


Please send me copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 











NAME FIRM 


ADDRESS CITY STATE 
() Check here if you enclose payment, in which case we pay postage. 





Peeee2 2222222224286 8228 
iTTITILLLLCLLLLCLLCLCLLLL 
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Spectacular Value —\over 60% MARK-UP 


Here's merchandise that will help you make this years 
National Open House Week one of the most profitable 
you've ever experienced. Specially made and priced 
for the hardware merchant's ‘week of the year,’ Atkins 
No. 300 Handsaw Group, complete as shown with six 
saws and the new Display Rack, costs you only $7.80 
Your mark-up, over 60% gives you a combined retail 
value of $12.50, leaving you a clear $4.70 profit on 
the deal! > 


Tremendous $ ale | ppreal 


The folks who visit your store to see your National 
Open. House Specials will be looking for real values 
The saws in this group have been selected with just that 
thought in mind—to let you offer customers most for 
their money in handsaws. Each one of the six is a 


standard Atkins saw 


Sales Attracting »,) iAnlay — FREE 


A, big reason in itself for taking advantage of Atkins 
Handsaw group. The display is ruggedly built, newly 
designed to give excellent display to saws In minimum 
window or wall space, complete with price cards. It's a 
rack you'll find mighty useful—not only this Spring, 
but for years to come. 


ON Ends April 7 


Act now—the closing date of this remarkable 
offer is April 1, 1941. Get in touch with your 
jobber at once. Ask for “Atkins No. 300 
National Open House Deal.”’ 


ittakes only one each of the six saws listed below, 
purchased as a group, to get this display rack, 
FREE. It's a sturdy, eye-catching rack, built to 
solve the problem of displaying hand saws to best 
advantage. The six saws included are: 
1—S2 -—-—8 point 26"............. s 
1—S4 ——8 point 26"............. “ 
1—S$5'%_ —— 8 point 26"............. 
1—S$5% ——9 point 26"............. , 
1—S6'% —— 8 point 26"............. ; 
1—S6'% —— 9 point 26°............. . 


é 








Total Retail Value — $12.50 
YOUR COST ONLY — $7.80 


= 4... ATKINS AND COMPANY Offer Expires April 1, 1941. 


415 S. Illinois St. Indianapolis, Indiana 








How to have your own ad 
in the Saturday Evening Post 





REPORT OF SALES , 7 
IN TEST STORES a 


TOTAL SALES 
FIRST WEEK 


WITHOUT AD $74.46 


SECOND WEEK 


WITH AD 


DISPLAYED $101.01 


AVERAGE SALES 
INCREASE 36% 





j IT’S EASY. All you do is take a G-E MAZDA lamp ad and make 2 IN RECENT TESTS in several different kinds of stores, “Post 
it your own by displaying it in your store alongside your ad” displays caused an average increase of 36 % over pre- 
stock of bulbs. It’s a formula that has already increased sales ceding week’s G-E MAZDA lamp sales. The ad in the magazine 
in plenty of stores like yours! “creates the demand.” The display makes them buy from you! 





HERE’S WHAT YOU DO... 


J Just tear the ad out of the February 
15th Post and stick it up above your 
bulb rack. 


A 2 Be sure your 
\ display features ue 


—_ prices promi- 


\, nently so that 
} your Customers 





will know they 
/ are only10¢ and 
Ns a 15¢, P 
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HERE'S THE NEWEST G-E MAZDA LAMP AD. It runs in the February G E AZDA LA PS “ 
15th Post. It’s the kind of ad that gets readers’ attention fast... GENERAL @ ELECTRIC 


and if you display it, it can mean extra sales and profits for you! = 
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Change JOWBT 


to DE C/S/0N 
with the SALES-MAKER 


| Many a man thinks he wants chain. Or he knows he 
needs it. If you put chain where he can see and feel 
it, the buying bug bites and the sale’s closed. 
Otherwise that chain purchase may sleep for 
weeks—or end up in a competitor’s store. 

There’s no point-of-purchase material so potent as the 
merchandise itself. Bright new chain on reels, supported 
by an attractive stand, pries the diffident dollar, out of a 
pocket lined with fishhooks. 


Ask Your Wholesaler 


It’s easy to get the American Chain Sales-Maker through 
a wholesaler. 

Remember that in addition to full lines of American 
Welded and Weldless Chains we make cotter pins, eye 
bolts, cold shuts, lap links, repair links, round eyes, 
malleable castings, grab hooks, slip hooks, sash chain 
fixtures, screw hook hangers, shackles, S hooks, sling 
chain hooks, snaps, special attachments, swivels, toggles, 
utility jacks, welded rings, harness hardware and many 
other products. 

Sell ‘‘AMERICAN” when you sell chain. 


AMERICAN CHAIN DIVISION, YORK, PENNSYLVANIA 





AMERICAN CHAIN & CABLE COMPANY, Inc. 


ESSENTIAL PRODUCTS . . . AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Choins, ACCO Malleable fron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 

Yacht Rigging, Aircraft Control: Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
| READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 


a. s 
ALLY 


AMERICAN 
- CHAIN 
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Shorta ges:— 


All over the country wholesalers 
are expressing serious worry 
about the availability of hardware 
merchandise for the remainder of 
this year. As yet, no complete or 
drastic shortages have been re- 
ported. As most of the items in a 
hardware stock are fabricated 


from metals needed for defense 


work, as are many of our finished 
hardware products, there is good 
cause for this worry. Wholesalers 
are endeavoring to build up their 
inventories and are urging dealers 
to do the same—BUT QUITE 
DEFINITELY AND PROP- 
ERLY ARE TELLING 
DEALERS NOT TO SPEC- 
ULATE ON MERCHAN- 
DISE. It is difficult for most 
dealers to precisely define the dif- 
ference be tween an “adequate 
stock” and a “top-heavy stock” 
purchased on the expectations of 
shortages and higher prices—but 
therein is the outstanding problem 
for 194]. It will be a big year 
from the volume standpoint, but 
only under intelligent management 
and constant vigilance will profits 
increase commensurate with sales 
volume. These are days when re- 
tailers who are wisely concentrat- 
ing their purchases are going to 
have a marked advantage over 
those who buy from every Tom, 
Dick and Harry who drags a cata- 
log into their stores. It is only 
natural that when shortages occur 
the good customers will get the 
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preferences. And—only to the 


good customers can the whole- 
saler afford to give the advice and 
assistance that will be required 
for keeping retail stocks adequate 
without being top heavy. 


Economic 
Hangover :— 


It is impossible to accurately 
predict the duration of our pres- 
ent-day high-speed defense plans 
or the duration of the related bet- 
ter general business that accompa- 
nies increased employment and 
consumer buying power. But there 
will be an end and when it comes, 
three years, five years, or when- 
ever it may be, it will come sud- 
denly. Those who do not manage 
well will suffer from the “eco- 
nomic hangover” that is sure to 
follow. It may seem premature to 
talk about the end of a boom pe- 
riod which for our trade has hardly 
started—-yet that thought is an im- 
portant one and should be in the 





mind of every man in business. 
After the last World War and the 
two prosperity periods that have 
occurred between the two great 
wars, we have been through the 
same cycle of events. Always—the 
well managed businesses weath- 
ered the storm—the over-expanded 
firms ‘went out. Get all the busi- 
ness you can while the business is 
available, but get it at a profit and 
watch the condition of your busi- 
ness. Determine, for your own 
business where “adequate stock” 
ends and where “speculative buy- 


ing” begins and be governed ac- 


cordingly. If you do you will 
operate profitably and should 
build up some reserves for the 
aftermath period that follows 
every good times era that history 


records. 


Labor Progress? — 


About six months ago I visited 
a large Western wholesale hard- 
ware house which had been thor- 
oughly unionized in the ware- 


27 











house end of the business. Among 
the boys in the packing room was 
a young lad who had previously 
had some builders’ hardware ex- 
perience and who had given this 
subject considerable study, both 
at company meetings and through 
careful reading of the HARDWARE 
AcE series, “Taking the Mystery 
Out of Builders’ Hardware.” An 
opening occurred in the builders’ 
hardware department. The mana- 
ger immediately thought of this 
ambitious young man whose lean- 
ings, studies and slight experi- 
ences in that field, fitted him for 
the available promotion. The 
young man moved into that de- 
Three days later the 
spokesman 


partment. 
union organizer or 
protested that promotion for this 
lad was contrary to the priority 
clause in the labor union contract 
with the house. This boy could 
not be selected for this opportu- 
nity because three others, in the 
warehouse, had lower numbers in 
the unionized priority set-up and 
would have to be promoted first. 
The result is that the young man 
in question is back in the ware- 
house and a high school graduate 
from the outside has been hired 
for the builders’ hardware depart- 
ment. A further result will prob- 
ably be that once a boy joins the 
warehouse union and obtains em- 
ployment with this house—he will 
stay in the warehouse—thanks to 
the union which is supposed, from 
his viewpoint when he joined, to 
be protecting his interests. 


What Future?— 


What future does the wholesale 
hardware business hold for young 
men who enter unionized ware- 
house crews? That is a question 
which confronts managers and the 
I have 
often heard wholesale hardware 
executives state that their best 


young men _ themselves. 


salesmen, buyers and executives 
were the men who had learned 
the business “the hard way” from 


occasion. Then they went into the 
billing department to learn pric- 
ing practices. Later came a whirl 
at sales correspondence, adjust- 
ments, credits and perhaps assist- 
ing buyers. With such an orderly 
process many good young fellows 
have become outstanding sales and 


business managers of our leading 
wholesale firms. Is this splendid 
merit system to be waived by the 
men it would help the most 
through the lure of temporary 
gain that unionization claims seem 
to offer? If so, the better young 


(Continued on page 39) 



























































“ AW IF YOUR WA HORRY TO REDUCE JUST PUSH THIS LEVER 
AND (T TAKES TEN POUNDS OFF RIGHT AWAY “ 


THE ORIGINAL DRAWING OF THIS CARTOON, suitably mounted 
for use in window or other hardware store displays is available and will 
be sent, without charge, to the first reader sending 5 cents postage to 
cover mailing costs. Ask for HARDWARE AGE CARTOON No. 4 
and send your request to Cartoon Editor, HARDWARE AGE, 100 East 
42nd St.. New York City. i 


the bottom up. They first worked 
in the warehouse getting out or- 
ders, keeping the stock in orderly 
condition, getting the feel of the 
merchandise, learning to appreci- 
ate the work, the cost and the com- 
motion that special request orders 
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When you're selling one night 
latch, why not stretch that sale 
to two or three . . . even more? 
Suggest to your customers how 
all these places offer “good pass- 
ing” to pilfering prowlers! Most 
customers welcome that remind- 
er... and buy more locks! 














Back Doors 
Need Good 
Latches, Too! 
< 
z a: 
=fOle: 
That Forgotten =|- ' 
Side Door a HH] 
Makes An Easy 5 














Entry Way! Al | 
? 





= —} Cellar Doors 
] F Are Not 
Beneath the 
Prowler’s 
Notice! 





There’s A Lot of 
Valuable 
Equipment 

Lying Around = |7™)7 

Every Garage! Juu\! 


SELL ILCO... 


and you sell more! 


ILCO is a fast moving line 
. . . fast to move off your 
counters, and fast to move 
with your customers’ modern 
demands! Every ILCO prod- 
uct is an up-to-the-minute 
item . . . designed and built 
to give your customers ex- 
actly what they want! 
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You could retire right now if you had a cent for every house 


that has a cylinder lock on the front door... 
bit key locks on all the other outside doors! 


It’s a matter of reminding . . . nobody wants to have those 


and ordinary 


invitations to burglary! You can sell a powerful lot of locks 
by holding up one of these good ILCO latches and suggesting 
it for the many half-protected places in every home. You can 
stock a few keyed alike—for the man who wants to carry as 


few keys as possible. 


Sell protection “all-the-way” with these ILCO latches. It’s 
profitable business for you! Write today for the complete 


ILCO catalog. 





ILCO Cylinder Rim 
Night Latch No. 256 


Reversible latch bolt. Die-cast 
cylinder, with 5 pin-tumblers. 
Bolt may be held back by 
stop, and may also be dead- 
locked by stop from inside so 
that key will not turn. 





ILCO Automatic 
Deadlatch No. 257 


When door is closed bolt is 
automatically projected an 
extra gg” and is deadlocked 
so that it cannot be forced 
back by end pressure. Slide 
deadlocks against outside key, 
or holds bolt retracted. 5 pin- 
tumbler cast brass cylinder. 





ILCO Rim 
Night Latch No. 222 


Has 5 pin-tumblers in die-cast 
cylinder. Stop button holds 
bolt retracted and also dead- 
locks from inside against out- 
side key. Bolt is reversible. 


All above are full size latches with standard 
backset; will replace any standard latch. 


INDEPENDENT LOCK Co. 


FITCHBURG, MASS. 


BRANCHES IN ALL PRINCIPAL CITIES 
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How to Merchandise | E 





\ \ HEN hardware 


dealers consider that less than 60 
per cent of the homes and farms 


now wired for electricity are 
equipped with electric refrigera- 
tion, and that some manufacturers 
estimate that as high as 25 per 
cent of the present users of elec- 
tric refrigerators are prospects for 
new units, they have a good idea 
of the potential market. Some of 
these sales can be made on a style 
basis, others because units in use 
are in need of such costly repairs 
that replacement is desirable. 

Data supplied by the National 
Electrical Manufacturers Associa- 
tion and the Edison Electric In- 
stitute shows that of 25,537,000 
residential and farm subscribers to 
power service but 16,225,000 were 
users of domestic electric refrig- 
erators, as of Dec. 31, 1940. The 
fact that the total of 16,148,474 
units sold in the 10 years from 
1931-1940 equals 76,526 
less than there were in use at the 
close of that period is further indi- 
cation of the extent of the market 
for new units. 


units 
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It is said that less than 60 per 
cent of our wired homes and farms 


are equipped for electrical re- 


frigeration and fully 25 per cent 


of present electrical refrigerator 


users are prospects for new units 


New prospects are constantly 
being added by the extension of 
power systems sponsored by the 
Rural Electrification Administra- 
tion. Data from 43,000 of the 
families now being served by 82 
REA financed systems, in 27 
states, shows that only 31.6 per 
cent of the subscribers to power 
service have electrical refriger- 
ation. 

The hardware dealer who suc- 
cessfully sells ‘electric refrigerators 
can, if he continues to cultivate 
the customer, sell numerous other 
kitchen appliances and such items 
as paint, floor coverings, ventilat- 
ing equipment, kitchen utensils, 
etc. With the proper approach 
there is an “open sesame” for sug- 
gesting the sale of all the equip- 
ment needed for a modern kitchen. 

On these pages HARDWARE ACE 
presents a number of tested ideas 
for selling refrigerators and keep- 
ing them sold. 


Here’s How to Sell ’Em 


1—Have two or more refriger- 
ator displays in your store. 

A Brooklyn, N. Y., dealer al- 
ways has at least one electric re- 
frigerator in a show window and 
another just inside the doorway. 
A larger display of the complete 
line is shown in his appliance dis- 
play room on the mezzanine floor. 


This triple threat, display tie-up 
makes all visitors aware of the 
fact that the store is really in the 
refrigeration business. 


2—Have a separate appliance 
room or store for major appli- 
ances. 

Many dealers show major ap- 
pliances of all types in annexes 
adjoining and connected to their 
main stores. Usually these an- 
nexes have their own entrances 
and display windows. Others use 
basement or upper floor display 
rooms. When refrigeration units 
are displayed in their own room, 
with adequate seating arrange- 
ments, good lighting and effec- 
tively used manufacturers’ display 
material, the dealer has a better 
opportunity to retain the pros- 
pect’s attention. 

3—Show customers what 
“makes the wheels go ’round”. 

A Nebraska dealer says, “De- 


scribing mechanism alone won't 





Open a refrigerator and pros- 
pects will examine the interior. 


HARDWARE AGE 


By KENNETH A. HEALE 


sell customers. You have to know 
finish and other features of the 
line. We have one refrigerator of 
each quality operating all the time. 
If you open a refrigerator that is 
in operation, prospects will care- 
fully examine the interior.” Me- 
chanical demonstration units pro- 
vided by the manufacturer are also 
used. 


4—Have adequate service facil- 
ules, 

Hardware dealers, particularly 
in smaller communities, have their 
own full time service men to make 
general repairs on all appliances. 
A Brooklyn, N. Y., dealer has a 
local repair specialist handle such 
calls. Contracts are made between 
the customer and the service man, 
with the dealer checking the esti- 
mate. The repair man turns in 
leads for new prospects, receiving 
commission on resulting sales. 


5—Find the price the customer 
is able and willing to pay. 

“Although we try to get pros- 
pects to look at the higher quality 
model,” says a far western dealer, 





a) 


“Find the price the customer 
is able and willing to pay.” 


“we try to find out the price they 
are willing and abie to pay.” This 
dealer concentrates his sales talk 
on the unit best suited for the 
brospect. 
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6—Accept salable us. units on 
a trade-in basis. 

Many dealers in communities 
having a ready market for used 
units accept them on_ trade-in 
deals, and resell them at a profit. 
A Tulsa, Okla., dealer displays 
used units in a room several doors 
from his store. The mechanical 
units are put in first-class working 
order and the outside surface of 
the box resprayed. A Brooklyn, 
N. Y., dealer permits purchasers 
of reconditioned models to return 
them, with full credit toward the 
purchase of a new refrigerator 
within a reasonable period of 
time. Many “clean” sales result. 


7—Display refrigerators in 
complete kitchen set-up. 

A Pennsylvania dealer, having 
a model kitchen display, says, “In- 
stead of quoting prices on indi- 
vidual items for a modern kitchen, 
we give the cost of the entire set- 








e Electrical Refrigeration 


up. We find quotations on indi- 
vidual items tend to scare the 
prospect.” 


8—Display food in a refriger- 
ator. 

An Iowa dealer has a refriger- 
ator running all the time. Next to 
it is one not in operation but with 
shelves laden with artificial food. 
Customers see how the unit works 
and how much food can be stored 
in it. 








“Customers see how much food 
can be stored in it.” 
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9—Personal contact at pros- 
pect’s home. 

“Personal contact at a_pros- 
pect’s home is the best method of 
getting people to visit the store to 
see electric refrigerators”, says an 
Ohio dealer. “We talk large re- 
frigerators and usually sell 6 or 
7-cu. ft. models. We do not talk 
about deferred payments until the 
customer indicates he or she will 
buy on no other plan.” 


10—Provide privacy for dis- 
cussion of terms. 

“We try to give prospects as 
much privacy as possible when 
talking over terms on appliances”, 
reports a Wisconsin dealer. “It is 
a mistake to try to talk about 
credit terms and arrangements in 
a crowded store where other cus- 
tomers may be able to overhear 
what is being said.” An Oklahoma 
dealer has a practically sound- 
proof room in which is shown the 
mechanical features of the line to- 
gether with a complete unit of the 
highest quality and price. The 
largest unit practical for an aver- 
age size home is also shown. 


11—Check ice users. 


A southwestern hardware dealer 
hired two boys to sit opposite a 
“cash-and-carry” ice dock to note 
the license numbers of motorists 
picking up ice. Names and ad- 





“Two boys note the license num- 
bers of motorists picking up ice. 


dresses of the ice buyers were 
obtained from the state motor 
vehicle bureau for follow-up. The 
boys noted the size of ice cake 
purchases. By being able to tell 
prospects just how often they had 
to buy ice and how much they 
bought, the dealer’s salesmen were 
able to point out the difference in 
cost. A similar idea could be used 
—having boys note the houses 
at which ice deliveries are made. 
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12-—Ask all store visitors to 
buy an electric refrigerator. 


A Kansas dealer, in a small 
town, asks all visitors, “When are 
you going to buy an electric re- 
frigerator?” He says, “We assume 
they either have one or will buy 
one, and, in any event, the posi- 
tive suggestion helps create the 
desire to own one. If the prospect 
is not in too great a hurry we get 
over our story before she leaves. 
Even if she definitely indicates 
she cannot or will not buy at the 
moment, the prospect’s name is 
placed on our mailing list for 
‘education’.” For seven days fol- 
lowing such conversation direct 
mail material on the line is sent 
the prospect. A salesman makes an 
evening call, at an arranged hour, 
to discuss the matter. Salesmen re- 
ceive commissions on refrigerator 
sales. 


13—Take demonstration units 
to the prospect. 


Some dealers note the size of 
refrigerator which interests pros- 
pects to the greatest degree and 
later ‘phone asking permission to 
give a home demonstration. Deal- 
ers with complete kitchens on 
trailers take them to the home- 
owner’s door. Some dealers, hav- 
ing small delivery trailers for 
carrying large units to customers’ 
homes, have long lengths of cable 
permitting them to hook up to the 
prospect’s line for a demonstra- 
tion of the quiet operation of the 
refrigerator. A western dealer 
actually installs, for a brief dem- 
onstration, a pre-cooled unit in 
the prospect’s kitchen. 


Here’s How to Keep 
"Em Sold 


I1—Deliver refrigerators cold, 
with ice cubes in the tray. 

A western dealer delivers re- 
frigerators “absolutely cold with 
ice cubes in the cube trays.” He 
says, “This service pleases cus- 
tomers and cuts down on com- 
plaints. Most people who have just 
bought an electric refrigerator will 
carefully time it to see how long 
the current is on and how long it 
is off.” Customers are informed 
in advance that the unit will be 
delivered “cold” as a means of 
determining that it is in perfect 
running order. This precaution 


prevents customers from thinking 
the unit has been used by some 
other homeowner or that it is a 
shopworn demonstration model. 











“This service pleases customers 
and cuts down on complaints.” 


2—Visit the buyer a few days 
after delivery. 

It is wise to make sure the new 
user is fully satisfied with the per- 
formance of the unit and under- 
stands just what to expect of the 
equipment. This can best be de- 
termined by the salesman or dealer 
making a personal call, several 
days after delivery. 


3—Lend used units to people 
having refrigerators serviced. 


A far western dealer loans used 
refrigerators, taken on trade-in 
sales, to customers whose refrig- 
erators are being serviced by the 
store. There is no charge for this 
accommodation. 


Eleven Economic Fallacies 


HAT wealth and income in the 
United States are becoming con- 
centrated; 

That the national income can be 
increased without increasing pro- 
duction ; 

That wage rates alone determine 
a wage earner’s real income; 

That iabor gets only a small share 
of what it helps to produce; 

That technological improvements 
create unemployment; 

That profits are not necessary; 

That economic recovery can be 
achieved by government spending; 

That 10 years of depression prove 
that the private enterprise system 
has failed; 

That competition is no longer ef- 
fective; 

That the average man pays little 
in taxes, and 

That “oversavings” in the nation 
as a whole cause depressed business 
conditions—-Matcotm Mutr, Pub- 
lisher of Newsweek, to N.A.M. 
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Every Year Horace Ervien, 


Inc., of Elkins Park, Pa..... 


Sharpens 700 Lawn Mowers 


ae and 


repairing more than 700 lawn 
mowers annually is a job that 
Horace Ervien, Inc., hardware 
company in Elkins Park, Pa., does 
very successfully and profitably. 
The company, now run by Clar- 
ence W. and Edward R. Ervien, 
sons of the founder who was a 
builder of fine carriages, became a 
full-fledged hardware firm in 1919. 
Because of its beginning, mechani- 
cal work was always an important 
part of the business and still is 
today. 

The Ervien brothers charge 
$2.00 for sharpening the ordinary 
hand mower and $12.00 for a rou- 
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tine overhaul and sharpening of 
power mowers. The cost for more 
extensive repairs on these power 
machines sometimes runs as high 
as $60.00. This gives some idea of 
the potential volume possibilities. 

The sale of new mowers has 
benefited greatly from the repair 
business. Large displays of hand 


and power machines are used 


Hand and power m 
and repaired in t 








owers are sharpened 
his complete shop. 


effectively during the spring and 
summer months and many people 
can be persuaded,to trade in an 
old mower for a new one, particu- 
larly when extensive repairs are 
necessary. Moreover, the firm can 
often give a trade-in allowance on 
an old mower without suffering 
any financial loss, because the 
parts from the old machine can be 


Two men kept busy on this work 
for 10 months each year in firm’s 
completely equipped repair shop 
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salvaged and used in repairing 
other jobs. 

By far the greatest volume of 
business in the shop today comes 
from sharpening and _ repairing 
lawn mowers. This business keeps 
two men busy for all but two 
months of the year. Mowers start 
coming in around September and 
by Christmas the shop is literally 
overflowing with 
equipment. By the following June 
the shop is practically empty of 
mowers. Then emergency repairs 
start coming in, until the cycle be- 
gins all over again in the fall. 

To handle this profitable mower 
repair trade, the brothers installed 
a power lathe, drill press, power 
grinder, a blade-sharpening ma- 
chine, and a lapping machine to 
finish the edges after the blades 
are ground. This equipment in- 
sures quick service and permits 
them to handle almost any kind of 
mower repair work. But even more 
important, it permits them to turn 
out a first class job quickly of a 
type that completely satisfies the 
most exacting customer. 


grass-cutting 


One Every Hour 


The two men in the shop can 
turn out a sharpened mower every 
hour, when going at top speed. At 
times 100 or more mowers may be 
stacked in the shop during peak 
periods. The mechanics have 
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worked out a semi-mass produc- 
tion procedure to handle the large 
number of machines expediently. 
A helper dismantles the machines. 
places all parts with each individ- 
ual mower. The mechanics can 
then take the blades for sharpen- 
ing, or make the necessary repairs 
without wasting time on the rou- 
tine job of tearing down the 
mower. Assembly and final test of 
each machine is handled by the 
mechanics. 


Repeat Business 


Many customers bring in their 
expensive motor-driven mowers 
each fall for a routine overhaul 
and sharpening. This type of 
mower work is very profitable for 
some parts must usually be 
replaced. Power mowers are used 
harder than the ordinary hand 
mower. This also is repeat business 
for customers who own expensive 
machines always place their repair 
work with the same reliable con- 
cern every year. 

Lawn and garden supplies are a 
natural supplement to the mower 
trade enjoyed by the company. 
People with large lawns and gar- 
dens are good customers for this 
type of merchandise and most of 
the owners of mowers purchase 
large quantities of seeds, fertilizer, 
and garden tools from this store. 

During the season. the center of 
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A white lattice, 
which is suspend- 
ed from the ceil- 
ing, provides the 
garden atmosphere 
for the lawn and 
seed department 
below it. Pictures 
of flowers and of 
vegetables are on 
this background. 


WI 


the store is given over to the dis- 
play of this related lawn and gar- 
den merchandise. A white lattice 
framework suspended from the 
ceiling creates an outdoors or gar- 
den atmosphere and attracts atten- 
tion to the department. Full color 
posters showing different types of 
flowers, vegetables and other lines 
are displayed here. Some items of 
merchandise are also fastened to 
the overhead display. 

Renting of lawn rollers is an- 
other activity carried on by this 
company. Homeowners like to 
keep their lawns in good condition 
and, in order to do this, frequent 
rolling is essential. Few of these 
people could afford to own a lawn 
roller. To accommodate these indi- 
viduals the company keeps four 
small hand rollers on hand. Rental 
charges are $1.00 per day and 
during the spring and summer 
months they seldom remain long in 


the shop. 


W orth Remembering! 


“The Legislator’s time is taken up 
all too often by the people who want 
to be saved .. . rather than by those 
who have saved!”—Jos. T. MEEK, 
Ill. Federation of Retail Ass’ns. 

“Just remember this! No man 
ever died of over-work. You get 
nervous prostration when your busi- 
ness pushes you, not when you push 
your business."—Wwmo. E. Hotter, 
Chevrolet’s general sales manager. 
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Several models of 
ranges are shown 
and one is ready 
for demonstrating. 








Demonstrations Step Up 
Range Sales 25 Per Cent 


J.S.Strohm, Lovington, Ill., gets 
results by allowing bottled gas 
range prospects to use a unit 
for a trial period of one week 


Or 


in the customer’s home the advan- 
tages of cooking with bottled gas 
has helped increase sales of ranges 
25 per cent for J. S. Strohm, hard- 
ware merchant, of Lovington, IIl., 
a town of approximately 1200 
population. 

For years Mr. Strohm has be- 
lieved that people beyond the gas 
mains and electric power lines are 
just as desirous of having the mod- 
ern comforts and conveniences of 
life as any others. Housewives on 
the farm, or in very small com- 
munities, are anxious to have a 
modern kitchen because it is the 
center of the home for such 
families. 

“However. establishing the bot- 
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tled gas and range business in our 
community was not easy,” said 
Mr. Strohm. “People were skep- 
tical of the units and of the gas. 
Demonstration played a big part 
in convincing the early buyers that 
this product was everything we 
said it was. Today, the demonstra- 
tion of units still plays a big part 
but there are many satisfied users 
who also sing our products 
praises.” 


Most of the prospects are con- 
tacted first in the store where a 
large number of gas ranges ad- 
justed for bottled gas are displayed 
all the time. Calls are made on the 
prospect and efforts are made to 
have the demonstration job in- 
stalled. 

The demonstration unit consists 
of a small stove and one tank of 
gas. This is connected to the stove 
by means of a flexible hose. A 
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special slat placed in any window 
carries the hose into the kitchen 
where it is connected to the unit. 
The prospect keeps the range for 
a week, cooking, baking and using 
it just as if it were her own. There 
is no cost to the customer, whatso- 
ever, for this demonstration or for 
the fuel used. 

“We try to sell a complete instal- 
lation when we call for the demon- 
stration unit,” said Mr. Strohm. 
That is the time in which to make 
the sale and we seldom fail. It is 
then simply a question of the type 
of stove for the family and very 
often we bring the prospect to the 
store to select the desired model.” 

One man can handle the small 
stove, install it and connect it with 
the bottled gas outside the house. 
In a permanent installation, how- 
ever, two bottles of gas are kept in 
a metal storage cabinet outside the 
home. 

Every medium known is used to 
promote the sale of bottled gas and 
ranges by this company. News- 
paper advertising is used almost 
every week. Direct mail folders 
and envelope stuffers are sent to 
prospects and credit customers of 
the store from time to time. At- 
tractive window displays are in- 
stalled and a complete line of 
ranges is shown in the store. Peo- 
ple in the community realize that 
Mr. Strohm is in the bottled gas 
and range business and come to 
his store first for such merchan- 


dise. 
Leads to Sales 


The purchase of a new kitchen 
range usually leads to other busi- 
ness. The shining new stove makes 
other equipment appear shoddy 
and ideas for improving other 
parts of the kitchen come to mind. 
Paint. steel kitchen cabinets and 
other new major appliances can 
usually be sold at a later date. 

There is always a range ready 
for demonstration in the store. 
Sales points on advantages of gas 
for cooking can be proved to cus- 
tomers while showing the stove. 
The prospect can operate the range 
and realize the convenience of this 
product. 

“Asbestos table mats and pads. 
and durable metal top pads that 
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A small kitchen range is used 
as a demonstration unit and is 
installed in customers’ homes 
for a one-week trial period. 


protect the surfaces of the stove 
from heat, scratches. etc., are 
shown on the ranges,” said Mr. 
Strohm. “Many extra sales are 


























The demonstration unit’s gas 
tank is placed outside the home 
and a flexible tube carries the 
fuel to the stove via a window. 





made from this display when a 
new stove is sold.” 

Sale of the gas is steady repeat 
business the year ‘round. A unit 
of two tanks of gas costs the home 
owner $9.90 plus any tax. The gas 
is delivered and when one tank is 
used up it is replaced with another 
full one. A tank will last the aver- 
age family from six to 12 weeks. 

Customers may bring empty 
tanks to the store for exchange 
under the self-service plan. This 
results in a lower cost for gas to 
the family. Very few families de 
this, however. 


Stoves Checked 


“Whenever a new tank of gas is 
delivered to a home, our driver 
asks to check the stove to see if is 
operating properly,” said Mr. 
Strohm. “Customers see that we 
are interested in keeping their 
stoves working economically and 
satisfactorily. This service also 
saves us money for it eliminates 
service calls almost entirely. We 
also have a splendid opportunity 
to keep posted on any new items 
the family may be planning to pur- 
chase.” 

Charles Glancy, Jr., is in charge 
of the bottle gas department at the 
Strohm store. He conducts all 
demonstrations and does most of 
the selling although others in the 
store are familiar with the line. Mr. 
Strohm feels that specialization is 
highly important in successfully 
selling this merchandise. 


Electric Shavers 


E are today distributing first 

quality, well known electric 
shavers. Our experience with lower- 
priced and comparatively unknown 
brands has demonstrated to us that 
the only way to make any money in 
the electric shaver business is to 
keep in touch with public opinion 
and handle one or two well known. 
advertised. popular brands. We par- 
ticipated in the electric shaver rush 
of two years ago and sold approxi- 
mately 1000 shavers that year. 

The electric shaver business has 
gone into a decline, but it seems to 
be stabilized on a level that is profit- 
able and healthy. 

From a letter from a jobbing 
executive. 


HARDWARE AGE 











Outboard Motors 
or the 1941 Season 


hat’s new in the fleld— 
e of the models which 
hardware distribution 


A review of Ww 
t presenting som 
are suitable for 


HE early spring of 
year will present to certain hard- 
ware dealers an additional mer- 
chandising opportunity—the sale 
of outboard motors. Necessarily. 
this type of sales activity must be 
confined to those businesses lo- 
cated near navigable streams, 
lakes, and along our coasts. It is 
those dealers who can best turn to 
profit this country’s love for ma- 
rine sports by offering motorized 
boating that is convenient and 
trouble-free, and as streamlined as 
today. 

Outboard motors for pleasure 
and for sport; heavyweights and 
lightweights for women and 
youngsters; power for canoes. 
rowboats, and dinghies, plus 
prices that suit all incomes, are 
but a few of the sales appeals that 
can make motor boating profitable 
for hardware dealers. 


Lines for 1941 


In all the various lines, there 
are individual features and refine- 
ments to make this year’s motors 
“want” merchandise for inland 
mariners. And so, HARDWARE AGE 
offers the following in order to 
provide dealers with basic infor- 
mation about 1941 outboard mo- 
tor lines: 
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The Lauson Co., 
New Holstein, Wis. 


Announces three new “Sport 
King” motors including a radial. 
three-cylinder, four cycle. air- 
cooled, 6-h.p. model and a new 
5-h.p., air-cooled, inboard motor. 
In the new “Sport King” radial. 
6-h.p. motor, the design is a sim- 
plification of the four-cycle, radial, 
airplane motor. Motor is stream- 





The Lauson, air-cooled 2% h.p 
“Sport King” outboard motor. 


lined and weight has been held to 
the minimum. Three-cylinder con- 
struction is said to provide ex- 
tremely smooth performance. 


Crankcase is of aluminum, cylin- 
der of cast iron, oiling system of 
positive plunger type without the 
use of springs. Piston is of per- 
manent mold aluminum construc- 
lion, with three rings. Engine has 
a 2-in. bore and 154%-in. stroke. 
Crankshaft is drop-forged, mount- 
ed in ball bearings. It is air- 
cooled with magneto mounted in 
the flywheel, which also is finished 
to provide a cooling blast for the 
motor. 

Two moderately-priced “Sport 
King” outboards are single-cylin- 
der motors, the smaller rated at 
21, h.p., the larger at 4 h.p. All 
Lauson engines are treated for 
salt water corrosion. 


Evinrude Motors, 
Milwaukee’. Wis. 


Has completely restyled and 
redesigned its 2-h.p. “Sportsman” 
and 3.3-h.p. “Sportwin” models 
with the addition of a full re- 
versing feature. By turning the 
motor, the boat can be freely 
steered or put on a new course 
instantly; operator can back or 
maneuver from dock or shore. 
Automatic lock prevents tilting 
while motor is in reverse position. 
Automatic exhaust relief feature 
continues to function regardless of 
the position of the motor. There 
is also a completely new and 
ultra-streamlined gear housing. 
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free of all irregular contours. 
Other features such as quiet, un- 
derwater silencing remains. 

General features of the entire 
Evinrude line include instant, easy 
starting; hooded power—with ig- 
nition, carburetor and engine pro- 
tected; operating case with finger- 
tip controls; patented co-pilot re- 
lief steering, to hold motor steady 
on selected course; cooling by 
wear-proof and clog-proof centrif- 
ugal pump, and quiet operation. 

The “Sportsman,” illustrated, 
lists in the standard model at 
$62.50; with Simplex starter, as 
shown, $69.50. 

Has reduced the price of four 
popular “Elto” motors; prices on 
two remain unchanged. “Elto 
Pal” was $37.50. now $35.00; 
“Ace” was $47.50, now $45.00; 
“Handitwin” was $67.50, now 
$65.00; “Lightwin” was $97.50, 
now $95.00. 


The 814-lb. “Cub” drives row- 





The Evinrude “Sportsman” weighs 
26 lbs and speeds up to 7%4 miles 
per hour. 


boats up to four miles an hour 
and canoes and kayaks up to five. 
One gallon is said to operate this 
motor 10 hours at full speed. 
Maker states it has the essential 
features of the larger “Eltos”— 
flood-proof carburetion, underwa- 
ler silencing and super-magneto 
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The “Cub,” which drives row 
boats up to 4 m.p.h. and operates 
10 hours on one gallon. 


ignition. Two-stage centrifugal 
pump is said to be wear-proof 
and to provide trouble-proof cool- 
ing. Easy to start, and operate. 
all controls are within easy reach. 
The “Cub” delivers % N.O.A. 
certified brake horsepower at 
1000 r.p.h. and is priced at $26.50. 
Has co-pilot steering. 


The Kieckhaefer Corp., 
Cedarburg, Wis. 


In its 194] line bas introduced 
a new, larger engine which retains 
the simplified, underwater struc- 
ture of the “Mercury” models. 
Among the refinements in the line 
is a new system of carburetion. 
The valving arrangement, new 
and exclusive to the “Mercury” 
alternate firing twin, is said to re- 
sult in idling speeds of 350 r.p.m. 
with standard fuel. Dual carbure- 
tion has been dispensed with. A 
new starter employs the magnetic 
principle of clutching. Known as 
the “Magnapull,” it utilizes mag- 
netic action for quick engagement 
and disengagement upon pulling 
the starting handle. Starter re- 
mains disengaged until the start- 
ing handle is pulled. This is to 
safeguard against damage and ab- 





normal wear of starting mech- 
anism. Refinements in propeller 
clutching as well as shaft materials 
render the new models essentially 
“salt water” Gasoline 
tank is said to he dent-proof. 
leak-proof, corrosion-proof and 
new methods of mounting assure 
rigidity and protection. Rotex 
pump will pump water at an en- 
gine speed as low as 350 r.p.m. 
and as long as there is water cov- 
ering the suction port. This makes 
possible the operation of boats 


motors. 





The “Mercury” outboard motor. 


under conditions where the engine 
must be tilted so that propeller is 
exposed to the atmosphere. 


Johnson Motors, Division 
Outboard Marine & Mfg. 
Co., Waukegan, III. 


All of the six smaller models 
in the “Sea Horse” line are de- 
luxe motors; two light-weight sin- 
gles; two small alternate firing 
twins, and two medium size alter- 
nate firing twins, developing 5.0 
N.O.A. certified brake horsepower. 
All motors are rated at 4000 
r.p.m. There are four other mod- 
els in the line. one of them new 
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this year, the Model KD with en- 
closed ready-pull starter. The 
complete line runs from the 1.5 
N.O.A. certified brake horsepower 
singles up and through to the big 
heavy duty opposed twin Model 
PO of 22.0 horsepower. 

Five of the 10 models have the 
ready-pull starter which eliminates 
the separate starting cord and pro- 
vides a quick and easy rewind 
device. It consists of a drum 
mounted in a casing over the fly- 
wheel; a strong bronze cable, cot- 
ton covered with a convenient 
handle, is always on the drum, re- 
wound by means of a spring. When 
cord is pulled, starter engages the 


The new starter Model KD. 


flywheel and spins it. After motor 
starts, starter is completely dis- 
engaged automatically. No mov- 
ing, running parts to wear while 
motor is in operation. 


Muncie Gear Works, Inc., 
Muncie, Ind. 


Offers a line of “Neptune” out- 
board motors that begins in price 
range from $38.95 and up. Gen- 
erally, the 1941 line features such 
improvements as a full reverse 
motor that pivots a full 360 deg., 
driving the boat in any direction 
including directly to the rear. Im- 
proved alternate firing is said to 
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provide more power with less 
weight plus smooth operation. The 
recoil starter is completely en- 
closed and only a pull on the han- 
dle is required to start the motor. 
An automatic pilot holds the mo- 
tor on a steady course without 
guidance and spark and gasoline 
control are now synchronized into 
one lever, making the proper ad- 
justment automatically. The new 
“rollator” type water pump pro- 
vides positive cooling at all speeds 
and is fully enclosed. Instant 
needle adjustment is made possible 
by a calibrated dial in plain view 
of the operator. Silent under- 
water exhaust is also offered. 
Two motors in the “Neptune” 
line best suited for hardware store 
resale are the Deluxe, Model 
L1AB2, 2.5 h.p. and the Special, 
Model 11AB3, 3.5 h.p., illustrated. 








The “Neptune” Special for large 

canoes, row boats, dinghies. Length, 

38 in., width, 127% in., stern height 
7 in. Weight, 45 Ibs. 


Just Among Ourselves 


(Continued from page 28) 


men will find themselves stymied 
when they take warehouse jobs in 
unionization wholesale hardware 
houses. 


M anager’s 
Problem:— 


There is also the management 
angle to this problem. What sub- 
stitute training system can be de- 
veloped that will be as satisfac- 
tory as the one outlined in the pre- 
vious paragraph? This plan has 
been common practice and is far 
superior to a mere office routine 
background for sales work, buy- 
ing or executive positions. Our 
current labor laws are very strict 
about any move an_ executive 
makes to stop unionization—and 
in some sections it is too late to 
even consider how this might be 
done within the law—or better 
expressed within the law as inter- 
preted by our incumbent lawmak- 
ers and law arbiters. This prob- 
lem of unionization is not new to 
the hardware field. It started to 
become an important subject 
about seven years ago—just about 
NRA time. From that point on 
HarpwareE AGE constantly urged 


hardware wholesalers and _retail- 
ers to prepare to meet unioniza- 
tion threats. Unfortunately the 
warning fell largely on deaf ears, 
until hardware union organiza- 
tions suddenly sprung up in sev- 
eral quarters. Those wholesalers 
who are not yet hog-tied with 
stringent union contracts had bet- 
ter take heed from the experiences 
of those who have suffered and 
are suffering today. One factor is 
good working conditions and de- 
cent wages and occasional em- 
ployee meetings that will inspire 
your business family to believe in 
the future on an independent con- 
tract basis without hiring halls, 
check off systems, closed shops 
and priority restrictions. Tell 
your employees what opportuni- 
ties they have if they can qualify. 
Cite experiences in your business 
history—that of your own firm 
and of others. The head of every 
hardware jobbing business in this 
country knows or can find out the 
names of at least 50 outstanding 
leaders in our industry who came 
up to the top places, via the ware- 
house, without unionization. If 
any cannot do this let him write 
to me and I will give him a list by 
return mail. 
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Ravenous fish, drawn on cardboard by a local artist, 
help attract sportsmen’s attention to this display. 


They Sell Fishing Tackle 


Attractive displays and ample 
stocks build business for Lang 
Hardware Co., South Tacoma, Wash. 


ISHING tackle is no 


Panel doors pro- seasonal line with the Lang Hard- 
ye —— ware Co.. located at South Ta- 
ee spinners. coma, along Washington’s Puget 
$mall wallboard Sound. And, although the open- 


panels also hold 











40 





spinners and can 
be handed to the 
customers for 4 
close inspection. 


ing of the trout season marks the 
peak of tackle business, just as it 
does in many other parts of the 
country, the salt waters of the 
Sound’s thousands of hidden coves 
offer the angler an opportunity to 
test his skill with some finny 
favorite every month in the year. 
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Aside from its value as a leader 
for other stocks, tackle has become 
such an important item that last 
year it accounted for $60.00 worth 
of sales on the opening of trout 
season. 

Dealing with fishermen, F. A. 
Lang. manager, has borrowed 
their tactics. He lures them into 
the store with a colorful, promi- 
nent window display in full view 
of automobile traffic. Then he 
baits the hook with a fully stocked 
fishing tackle department easily 
accessible to the front door. Just 
as any right-minded trout will leap 
for a fly and swallow the hook and 
in short order find himself on the 
griddle, so is the fisherman en- 
ticed by the tackle display, quickly 
sold on additional accessory 
equipment and landed at the cash 
register at the rear of the store. 

Mr. Lang uses two neat and efli- 
cient containers for keeping fish 
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S-hooks from the 


by ie 
Creels are hung counter within 
arch of pipe over pal yet out of the 


ight a E 
ee 4 : The flashlight and 
shows the effect 


the Year "Round 


hooks in bulk. A wood coin till, 
such as was used before the days 
of the cash register, and muffin 
tins. A tiny strip of adhesive tape 
on each compartment serves as an 
identification and price tab. 

Creels, displayed from an 
S-hook fastened to a pipe arch 
over the aisle counter, are where 
customers can inspect them. Ad- 
ditional creels are stored on top 
of the sidewall fixtures. 


Appeal to Anglers 
All the displays take into full 


account the love of the fishermen 
to inspect their prospective pur- 
chases carefully before loosening 
their purse strings. A selection of 
rods rests in an aisle stand, similar 
to an umbrella rack; others radi- 
ate on a special display board 
above the fixtures. Sample reels. 
lines, leaders, leader boxes, spin- 


nd reac knife board 


of opening day sales. 


ners, hunting knives and_flash- 
lights are fastened to panel doors 
on the sidewall equipment. See- 
tions of Jight wallboard, about 12 
by 18 in.. studded with small wall 
hooks provide excellent additional 
display for spinners, and can be 
easily passed to customers for 
their inspection. 

Live angle worms are carried 
in stock with the double aim of 
serving customers and creating 
store traffic. They sell for 35 cents 
per carton. 

“My windows are my biggest 
advertising asset,” declares Mr. 
Lang. “The store has lots of win- 
dow space for us to capitalize 
on.” How well this space is used 
is demonstrated by the fishing 
tackle window here reproduced. 
For a nominal amount a _ local 
artist created a ravenous school of 
huge carboard fish. each of them 

(Continued on page 106) 
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Spring Event 
May 1-10 
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OPEN HOU 


MAY 1-10 


Two ot these giant background banners (50 by 26 in.) are included in the official 

Spring Open House kit of display materials which the dealer buys for $2.75 from 

N.R.H.A., his state association or from his wholesaler. 

and green on white with a pair of bluebirds as a decorative motif. In all the kit 
consists of 192 pieces for store windows and interiors. 


i, Open 


House promotions by hardware 
dealers will depend to a great ex- 
tent upon the effort put forth by 
the individual dealer; his taking 
advantage of the variety of special 
, merchandise and special prices put 
before him, and then finally, his 
efforts to put that merchandise and 
his store across to the buying 
public. 

To arouse greater consumer in- 
terest, dealers can stress the com- 
petitive angle and demonstrate the 
values which hardware stores can 
offer. Or, they can make of Open 
House a friendly housewarming; 
an occasion to get better ac- 
quainted. 

But it any event, local publicity 
is necessary if Open House is to 
provide the utmost in benefits. 
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Several publicity mediums, in that 
respect, are well suited to coopera- 
tive efforts in local communities. 
Radio spot announcements can be 
worked out particularly well on a 
cooperative basis. These announce- 
ments also are more likely to cre- 
ate the impression that there is 
something different about “Open 
House”; something unusual that 
will be worth while for the con- 
sumer to look into. 

Cooperative newspaper advertis- 
ing, while more difficult to arrange. 
would be another effective method. 
Individual advertisements could be 
grouped on one or two pages under 
a general heading developing the 
Open House theme. Individual 
dealers could also feature a special 
heading for advertisements. 

Gala store dress is a third essen- 
tial in order that the store be 


For 1941 the colors are blue 


strongly identified with Open 
House. Decorating the store is 
probably the simplest and most in- 
expensive way for a dealer to co- 
operate. To this end there is the 
official display kit, which for the 
1941 event, has been enlarged to 
include extra display pieces. These 
kits may be obtained from whole- 
salers, state association secretaries, 
and the National Retail Hardware 
Association, Indianapolis, Ind. 

All publicity events and coopera- 
tive advertising are ineffective 
however, if the individual store 
fails to live up to the picture. While 
not every firm has a modern store, 
or a new store front, certainly 
every store can be cleaned and its 
merchandise neatly arranged, so as 
to make the store duly impressive. 

But regardless what steps dealers 
take to participate in Open House, 
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Fall Event 





the impression must be given that 
something unusual and different is 
happening and that the individual 
store is a part of this nation-wide 
activity. Leave no doubt in cus- 
tomers’ minds about this. Create 





the first impression as a progres- 
sive merchant and live up to it 
when the customer enters the store, 
both by the attitude taken by sales- 
people and the merchandise values 
that are offered. 


Here’s What Some of the Manufacturers Are 
Doing for National Hardware Open House 





Ray-O-Vac Co., 
Madison, Wis. 


Announces a flashlight special for 
Open House, consisting of a three- 





NATIONAL HARDWARE 


dimensional display in the official 
colors of blue and green, and featur- 
ing two each of three newly created 
Hashlights in the streamlined design, 
together with a tray for “Leak 


October 2-11 





Ray-O-Vac’s special. 


Proof” flashlight batteries. This dis- 
play is designed to provide a com- 
pact flashlight department and _ in- 





OPEN HOUSE 


New items in the 1941 kit are the window valance, at the bottom, the Mother’s Day diamond, and the door 


diamond, shown in the lower left corner. 


There are four valances, 60 by 21 in., and two Mother’s Day 


diamonds, 16 by 16 inches and one door diamond. The other pieces are pennants, price cards, newspaper ad 


mats of various sizes, and a folder of merchandising suggestions. 
the N.R.H.A., Indianapolis, by March 20. 


FEBRUARY 20, 1941 


Orders for these kits may be received by 
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cludes three of the company’s newest 
standard sized lights to retail at 45 
cents, 69 cents, and 80 cents, less 
cells. Each of the three feature 
chrome, copper, and black finishes. 
The top strip of the display, spot- 
lighting Open House, is removable 
to permit continued use. The spe- 
cial to be known as M-7 costs the 
dealer $2.64 with a list of $3.88 
available through Open House week. 
To complete the department, it is 
suggested by the company that a 
package of 48 “Leak Proof” cells 
be added, costing the dealer $3.12. 


The Stanley Works, 

New Britain, Conn. 
Designed a pyramid display show- 

ing a wide selection of cabinet hard- 

ware especially for Open House pro- 

motion. The display is 12 in. wide 








Stanley Works’ pyramid display. 


by 14 in. high. The three panels, 
finished smooth ivory with blue 
stripes, include a _ well rounded 
stock of latches, pulls, knobs and 
hinges. Hardware is furnished in 
chromium and nickel finishes and 
some “Multichrome” with plastic 
colored inserts. Display is mounted 
on rubber iegs. Each item on the 
display is numbered. Display is fur-, 
nished with the assortment of hard- 
ware which itself is valued at $37.38 
list. Catalog B161 gives complete 
list of hardware assortment. 


National Lock Co., 
Rockford, II]. 


Suggests for Open House its spe- 
cial introductory offer pertaining to 
its lines of chrome-plated hardware. 
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National Hardware 
Open House 





The assortment consists of a me- 
dium-sized display board which is 
free with the assortment of a dozen 
of all items on the board. The as- 








National’s introductory offer 
of chrome-plated hardware. 


sortment plus the items on the board 
has a retail value of $40.85 and the 
dealer’s cost is $20.00. The items 
mounted on the board are trimmed 
in black and red. Products on one 
door are trimmed in red and on the 
other door in black. Hardware is 
packed in individual envelopes— 
each containing necessary parts and 
screws to apply the hardware. Board 
also shows application of hinges and 
catches for both flush and offset 


doors. 


Taylor Instrument Com- 
panies, Rochester, N. Y. 


Is featuring a special Open As- 
sortment, No. 5184, consisting of 22 





Open Assortment No. 5184. 


items with a price range of 25 cents 
to $1.00 and including wall and win- 





Additional Manufacturers 
Participating in Open House 


American Thermos Bottle Co., 
Norwich, Conn. 

Daisy Mfg. Co., Plymouth, Mich. 

Utica Cutlery Co., Utica, N. Y. 


dow thermometers in a number of 
attractive finishes. A colorful three- 
dimensional display is packed with 
each assortment. Thermometers can 
easily be inserted in the proper 
place. Two additional panels come 
with thermometers already in place. 


Schlueter Mfg. Co., 
St. Louis, Mo. 


Suggests several items for Open 
House promotion. The Deluxe mop- 
winger pail eliminates necessity of 
wringing the mop by hand. To oper- 
ate the wringer, it is merely neces- 
sary to dip the mop into the pail, 








Deluxe wash boiler. 


step lightly on a treadle and draw 
the mop out. Pail has no springs or 
complicated mechanical features; 
cannot tip nor turn over. Can be 
retailed at $1.60. 

The Deluxe “Novelette” kitchen 
waste basket is finished in white 
enamel with a choice of red trim or 
black, and has exclusive, embossed 
fur decalcomanias to set it off. 
Round in shape, 1234 by 10% by 
1434 in size. Packed in carton lots 
of six. Can be retailed for 49 cents. 

Fur decalcomanias add a colorful 
note to the 8-piece Deluxe “Novel- 
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THE ADVERTISING 


POWER BEHIND 
KLEANBORE* .22’s 





—creates new sales 
opportunities for dealers 


During 1941, Kleanbore .22’s 
will be backed by the same 
kind of striking and domi- 
nant advertising as in 1940. 
The merits of Kleanbore .22’s 
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WHY DAN’L BOONE WRAPPED 
‘HIS BULLET IN A LINEN PATCH| 


One of the reasons behind the amazing accuracy 
of the famous “long rifles” used by early Amer- 
ican frontiersmen was the method of loading. 


After the powder charge had been measured 
and poured into the rifle barrel, the shooter 
placed a linen patch over the muzzle of the gun. 
The bullet was placed on this patch and pushed 
down flush with the end of the barrel. Excess 
cloth was trimmed off with a knife, and the bul- 
let, wrapped in linen, was rammed home. 

The net result of this process was that the 
linen patch cleaned the rifle bore when it was 
pushed down with the ramrod, so that each shot 
was fired out of a clean barrel. (Linen was 
used for the patches as it did not leave smoul- 
dering pieces in the barrel after the rifle was 
discharged, which might ignite the next pow- 











will be brought to the atten- 
tion of millions of shooters, 
with high frequency and in 
large space, using both full 
color and black and white | 
advertisements. 

This advertising is bound 
to step up the demand for | 
Kleanbore .22’s. Another in- 
fluence for a bigger volume 
is the general increase in .22 
caliber shooting. There are 
more rifle clubs, more people 
shooting, than ever before! L 
Get your order for Kleanbore 
.22’s in early. 


der charge.) 

Modern shooters fire each shot out of a clean 
barrel, too, when they use Kleanbore ammuni- 
tion. There is no powder fouling building up 
from shot to shot, with the resultant falling off 
of accuracy. ‘“Kleanbore” priming protects the 
barrel from rust and corrosion in any weather. 
That’s why Kleanbore .22’s have. maintained 
their leadership for so many years that it has 
become traditional. 

A Remington Dealer Letter with a timely message 
for you will appear on this page—in each issue. 




















LOOK AT THESE 
SAFETY FEATURES 
ON THE 500 SERIES 


gy 


Dealers find many 
sales opportunities 
OUTSIDE THE STORE 


One of the most interesting 
tendencies of the day in hard- 
ware retailing is the increas- 
ing accent on “outside sell- 
ing.” 

Group activities of various 
kinds have produced business 
and loads of good will for 
many dealers. Woodworking 
classes held in the store base- 
ment; rifle ranges set up in 
unused basement space; and 
various other activities offer 
a unique opportunity to the brief space. For the moment, 
wide-awake dealer. let’s concentrate on the 

Selling outside the store safety features of these rifles. 
takes several directions—all, These guns are built for 
however, dictated by the deal- strength. Just look at the 
er’s determination to go after heavy steel used in the re- 
business, not wait for it to ceiver! Notice the way the 
come to him. Hardware sales bolt head is shrouded in the 
are made by alert hardware receiver for strength and 
dealers who watch for new safety. The self-cocking bolt 
rentals, purchases or remod- has double locking lugs—(the 
eling of houses. In rural only rifle in this price range 
areas particularly, delivery to offer the shooter this added 
of purchases offers an oppor- __ protection). 
tunity to bring out some re- Look at that positive thumb 
lated item on the delivery safety, conveniently placed at 
truck and offer it to the cus- the side. A red dot shows 
tomer at his home. when the safety is off. 


BOY, THOSE KLEANBOR 
H/- SPEED!22's SURE 
“| MAKE THAT OLD CAN 
| VUMP HIGHER ! 








There are so many unusual 
advantages in the 500 Series 
.22 rifles that it’s difficult to 
cover them adequately in 





“‘Kleanbore’’ and “‘Hi-Speed’’ are Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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kitchenware — en 
semble. All pieces are of a white, 
enamel-coated material. No. 980-R 
designates red trim and No. 981-K 
the black. Set includes an oval 
waste basket of 12-qt. capacity; a 
10-qt. refuse can with painted inset; 
kitchenette bread box, 137% by 10 by 
6% in.; covered dust pan 11 by 714 
in. and a four-piece canister set. 
Complete ensemble is packed in a 
carton and it can be retailed at 
$2.49. 

The Deluxe wash boiler of full- 
weight polished copper, tinned in- 
side and double-seamed, has heavy 


ette” matched 


copper bottom, deep-stamped to pre- 
vent sagging. Extra heavy red in 
top rim to hold boiler’s shape and 
to insure easy and close fit for lid. 
Lid is designed to make _ boiler 
steam-tight. Boiler is 134% by 13% 


“Novelette” 
matched kitchen 
set. 


Below—The 
dairy pail. 








by 24% in. and holds 15 gal. Can 
be retailed for $4.95. 

The dairy pail has specially 
shaped pouring lid and is made of 
bright tin plate. Has raised bottom, 
heavy, wired top, and heavy tin wired 
bail and solidly riveted ears. Is full 
11% by 9 11/16 in. and has 12-qt. 
capacity. Can be retailed for 39 
cents. 
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National Hardware 
Open House 








Pressure cooker for Open House 


National Pressure Cooker 
Co., Eau Claire, Wis. 


Since Open House comes at the 
start of the canning season, has 
timed the introduction of its new 
“E-Z Seal” cooker to coincide with 
this national selling event. The 
cooker seals itself by a twist of the 
wrist, and with the total elimination 
of lugs, bolts, screws, and bands. To 
permit hardware dealers to capital- 
ize on this cooker during Open 
House, special designed display 
pieces have been created, printed in 
the official blue and green colors. 
Consumer advertising on this cooker 
is planned to reach its climax during 
Open House. 


Hanson Scale Co., 
Chicago, III. 


Suggests its “Double Barreled 
Special,” offering two scale values, 
both priced in the popular range and 
supported by merchandising helps. 





The Hanson Scale Co.’s Open 
House offerings. 


One is a bath scale, Model 733, 
which is modern in design with low 
platform, non-slip linoleum top, 
easy-reading fan-shaped dial. Maker 
states mechanism cannot become 
distorted by overloading and that it 
keeps its accuracy indefinitely. Scale 
is guaranteed for two years and can 
be retailed for as low as $2.49. 

The second scale is a household 
scale, Model No. 5070, with dial 
protected by unbreakable, transpar- 
ent plastic cover. Can be retailed 
for $1.69. Mats for dealer advertise- 
ments and window and counter dis- 
play cards are available. Full de- 
tails available from wholesalers and 
their salesmen. 


Better Housewares 
Evanston, [1]. 


Is providing a special introduc- 
tory offer on its four-way “Happy 
Day” griddle grill, a reversible com- 
bination that is said to be warp- 
proof, greaseless, and smokeless. 





The “Happy Day” griddle grill. 


One side is for baking pancakes, 
frying hamburgers, eggs, while the 
other side is for grilling steaks, 
chops, ham, and bacon. Grease runs 
off into channels and meats do not 
stew in their own fats. The intro- 
ductory offer provides one griddle 
free with each initial order for two 
only. 


The Patent Cereals Co., 
Geneva, New York 


Has several offerings for Open 
House. A “Dic-A-Doo” dealer case, 
No. 8, containing 12 packages of 
regular (powdered); 12 2-lb. cans 
of prepared (ready-mixed) ; and 12 
2-oz. sample cans of prepared “Dic- 
\-Doo,” all packed in one conve- 
nient case at a special price. Profit 
protected under Fair Trade. 

A special free deal consists of 12 
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dime Warranty Protects both 


You and Your Customers 


From your standpoint, it protects 
your profits. When you’re compet- 
ing with second grade locks, you 
need only to show your customer the 
value of Lifetime guarantee and sav- 
ings of labor thru Dexter “Drill- 
Hole” installation. A savings that 
more than pays the difference. 


9 cubic inches of wood are removed 
in mortising for ordinary locks. 2% 
cubic inches “Drill - Holed” for 
Dexter - Tubular. That’s 2/3 less 
wood removed or 1/3 the labor— 
it’s easier to bore a round hole than 
cut a square cornered one—doubly 
fast using Dexter Bit-Guide. 











The Original in Tubular Locks an 
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d Latches 





From your contractor’s viewpoint, 
the Lifetime Warranty puts extra 
sales appeal in the houses he builds. 
It gives him a means of proving to 
his prospects that the hardware is 
bona fide quality—helps win confi- 
dence in the whole house. 


Your carpenter customer, too. You 
loan him the Dexter Bit-Guide. It 
will be a real discovery to him to 
have such easy installation. 


It will pay you to invite our Direct- 
Factory Representative in your terri- 
tory to visit you. No obligation. 
Write. 





National 




















DEXTER BiT-GUIDE 
Use on any thickness door— 
self centers—no measuring 

no squaring. 

















CLAMP ON DOOR 
Place on door in position 
lock is desired. Simply 

tighten thumb-nuts. 

















“DRILL-HOLE” 
Bit will bore straight and 
true. Cannot cut across into 
face of door. 

















INSTALL 
Mortise for face-plate—insert 
Dexter-Tubular unit — mount 
trim and knobs. 


DIRECT-FACTORY 
MEN HELP YOU TO 
SELL... INVITE HIM 
TO CALL ON YOU 
(Fe 














rass Company, Mfrs. 


GRAND RAPIDS, MICHIGAN 


Builders Hardware 
Cabinet Hardware 
Screen Door Hardware 
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“Sunseal” cleaner assortment. 


5-cent packages of “Dic-A-Doo” 
brush bath free with each case of 
“Sunseal” cleaner, a new chemical- 
type cleaner for walls, ceilings, and 
all general routine household clean- 
ing. There is also included, free, 
two doz. samples of “Sunseal” itself. 

The company is also offering a 
Simeon L. and George H. Rogers 
pierced pastry server with 75 cents 
shopping value, for only 25 cents 
and coupon from any Patent Cereals 
cleaner. All the customer need do 
is mail 25 cents and the coupon to 
the company. Dealers are furnished 
with a counter display 

A fourth Open House special is a 
consumer deal on a steel paint brush 


a 





Steel paint brush comb. 


comb. This tool is offered for 5 
cents and the front of a “Dic-A-Doo” 
brush bath envelope or package. 
The comb is shaped like a putty 
knife with eight tines on the end. 
The “Dic-A-Doo” brush bath is now 
available in a new, box-type %4-lb. 
package to retail for 10 cents, in 
addition to the 5-cent envelope 
package. 


Leyse Aluminum Co., 


Kewaunee, Wis. 

Is making available for Open 
House promotion three items in its 
“Priscilla” ware line at special 
prices to dealers. They are the No. 
20614, 1%-qt. double boiler, reg- 
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ular list price, 97 cents, special 


price to the dealer, 65 cents, and 


special retail price, 98 cents; No. 
2232, 2-qt. covered saucepan, regu- 


“Priscilla” ware offerings 


lar list price 67 cents, special price 
to the dealer, 53 cents, and special 
retail price, 79 cents, and the No. 
2659 baking and roasting pan, regu- 
lar list price, 65 cents, special price 
to the dealer, 53 cents, and special 
retail price, 79 cents. 


Nicholson File Co., 
Providence, R. I. 


In addition to offering special 
merchandise for Open House, is 
calling attention to this event by 
consumer advertising featuring its 
Open House special, the Nicholson 
and “Black Diamond Handy” file at 
25 cents. The Saturday Evening 
Post advertisement will appear April 
26 and other advertisements in Pop- 
ular Science and Popular Mechanics 
in May. A third one will appear in 
the May Country Gentleman. 
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Open House 





Ballonoff Metal Products 
Co., Cleveland, Ohio 


Offers two special Open House as- 
sortments of “Pro-Tex” pads at re- 
duced prices, and a two-color coun- 
ter display card featuring those 
specials. Assortment No. 1 consists 
of 12 “Pro-Tex” pads, 14 by 17 in., 
feur each of Dutch Tulip pattern, 








Ballonoff’s “Pro-Tex” pads. 


ceffee cup pattern, and plain, in as- 
sorted colors. Assortment No. 2 con- 
sists of three dozen 7 in. round pads, 
12 each of the Dutch Tulip pattern, 
coffee cup pattern, and plain in as- 
sorted colors. This size is the newest 
addition to the line. The low prices 
are in effect only until May 10, 1941. 


Horton Mfg. Co., 
Bristol, Conn. 


For Open House, suggests its spe- 
cially designed solid steel casting 
rod, priced to sell for $3.95 during 
that week. The rod is of vanadium, 





Horton’s casting rod for Open House. 
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TWO PRODUCTS — New To The 
Hardware Trade —THAT WILL IN- 
CREASE STORE TRAFFIC AND ADD 
NEW VOLUME TO YOUR SALES 
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3 OUT OF 5 PEOPLE WHO COME INTO YOUR STORE ARE PROSPECTS! 


ROOTONE—The Hormone Power—hastens the 
rooting of cuttings and the germination of seeds. 
Everyone who propagates plants is in the market 
for ROOTONE. Sales have gone ahead stead- 


ily for three years. 


NATIONALLY ADVERTISED 
One of the largest national advertising campaigns in the 
horticultural field is selling your customers on ROOTONE 
and TRANSPLANTONE every month in the year. 
Your customers see this advertising and want these 
products. 


Order a supply of ROOTONE and TRANSPLANTONE today, from your jobber 
or write us direct. 


4 ot. pkg. of ROOTONE 25¢ 
- 2 ot. jar (list) x = 


TRANSPLANTONE — The Hormone-Vitamin 
Powder for Plants—endorsed by experts and 
used by plant lovers everywhere. Makes house 
plants, garden plants and newly transplanted 
seedlings more prolific. There's a twelve month 
demand by both professional and amateur gar- 


deners. 
NATIONALLY ACCEPTED 


No introductory work to do with ROOTONE and 
TRANSPLANTONE. They are known and used the year 
‘round from coast to coast. They have a twelve month 
sales period—not just during the garden season. Their 
sales are increasing every year. 


| oz. can TRANSPLANTONE 
(list) 50¢ - in display car- 


idly carton). - 1 AMERICAN CHEMICAL PAINT CO. 3% ‘(i in’ oitios allt 
...« | Ib. can $4.00. 


Horticultural Division 800 


Ambler, Penna. 
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solid steel construction. Hag offset 
aluminum handle, cork rear grip 
and plastic forward grip, chromium 
plated, stainless steel guides and top. 
Dark blue enamel finish on rod; blue 
trim on white silk winds. Rods are 
packed three to the box, suitably 
tagged for Open House display. A 
good quality cloth case for each rod 
is included. This No. OH4 rod is 
offered only in unit boxes of three. 
No split boxes will be sold. 


Premax Products, Divi- 
sion Chisholm Ryder Co., 
Niagara Falls, N.Y. 


Is introducing a new “Da-N-Ite” 
house number for Open House. This 
number is a plaque of 99 per cent 
pure aluminum, maker states. Each 
figure is four inches high, with 
plaques 5 in. high and 2% in. wide. 
Numbers are specially treated for 
maximum light reflection and to re- 





“Da-N-Ite” house numbers. 


sist tarnish and corrosion. Back- 
ground is baked-on black enamel. 
Frame is of rust-proof steel, finished 
in black enamel. A 24-in. anchor 
post is furnished in pairs for lawn 
or curb mounting, though frames 
are designed to be used on walls, 
steps, mail boxes, road signs, etc. 

The special Open House deal con- 
sists of a four-color display for 
counter, six four-figure frames, three 
pairs of anchor posts, and an as- 
sortment of 60 numbers, 1 to 0, 
priced at $8.10 to the dealers, and 
providing a profit of $4.05. 

The second deal offered by Pre- 
max is a fishrod special in which 
two regular numbers from the 1941 
line are offered at special prices. 
One is the No. 6130 detachable off- 
set handle rod, in 4%-ft. length, 
with cork grips, a regular $1.50 
number to retail during Open House 
at $1.19. The second is a detachable 
offset handle rod, No. 61-W-30, in 
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National Hardware 
Open House 





4%-ft. length, with diamond knurled 
grips—a regular $1.25 number to 
be sold at $1.09. They carry attrac- 
tive dealer and jobber discounts. 


H. B. Sherman Mfg. Co., 
Battle Creek, Mich. 


For Open House, suggests its tulip 
sprinkler with plastic head. List 
price, $12.00 per dozen. The sprin- 





The tulip sprinkler. 


kler has a heavy cast iron base, un- 
breakable plastic head, and special 
brass diffusing disk that is said to 
produce a high, wide, misty spray 
covering a 40-ft. circle. Has no mov- 
ing parts. Comes in Chinese red, 





Open House nozzle display. 


orchid, canary yellow, mulberry, 
peach blow, and jet black. Special 
Open House display card is packed 
in each box. 





Additional Wholesalers 
Participating in Open House 


Marshall-Wells Co., Spokane, 
Wash. 
Marshall-Wells Co., Portland, 
Ore. 


Morse Hdwe. Co., Bellingham, 
Wash. 

Nash Hdwe. Co., Fort Worth, 
Tex. 

Sickels-Loder, Inc., 594 Broad- 
way, New York City. 

Varick Co., John B., Manchester, 
N. H. 





Also for Open House is the No. 
1550 assortment and display, con- 
taining three “Gold Label” nozzles 
in assorted finishes, heavy cast 
bronze with non-rising sleeve; three 
“Battle Creek” nozzles, heavy cast 
brass, non-rising sleeve; three “Dia- 
mond” nozzles, heavy wrought brass, 
self-centering needle valve; three 
“Brass King” nozzles, wrought brass, 
full size, big waterway, self-center- 
ing needle valve. List price, $6.26 
per dozen. 


The American Thermos 
Bottle Co., Norwich, 
Has prepared an Open House as- 


sortment package, No. 4138, which 
includes a counter display and 10 








Vacuum bottles for Open House 


bottles. Dealer’s cost is $7.70; total 


- retail value, $12.71. Items include 


five No. 7 line bottles, black barrel, 
cream-edged red stripe, aluminum 
cup; and five No. 34A line bottles, 
buff barrel, black and red stripes, 
red “Atherlite,” heat-resisting cups. 
Assortment provides an extra saving 
of 714 per cent from usual cost; a 
profit of 3014 per cent at minimum 
retail prices ($11.75) and a profit 
of 39% per cent at full retail prices 
($12.71). Display is free. Offer is 
effective from March 15 until with- 
drawn. 


The Eclipse Machine Co., 
Prophetstown, III. 


Is participating in Open House by 
furnishing special invitation blotters 
for dealer distribution to their cus- 

(Continued on page 103) 
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@ Any farmer is already half sold when he sees this hand- 
some display on your counter. Takes up only 31 square 
inches of counter space and contains the five most popu- 
lar items in the Carborundum line of Scythe Stones and 


the famous “57” File. Each stone and file is plainly 





marked with the price. This dis- 
DON’T FORGET! | play is free with the No. 722 As- 











HARDWARE sortment. Order now from your 
OPEN HOUSE obber if k 
obber if you want to make more 
MAY 1-10 , ‘ 
sales to farmers and gardeners. 
CARBORUNDUM 





ABRASIVE PRODUCTS 
e °Y 


THE CARBORUNDUM COMPANY 


REG. U.S. PAT 
Niagara Falls, N. Y. 
Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, 


Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of 
and indicate manufacture by The Carborundum Company) 
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CARBORUNDUM . 
and. rig products 


@ G Beller 


No. 722 DISPLAY 
UNIT CONTAINS: 


Write us if your jobber 


2 








Gye---Quicher 


FAST CUTTING:-- TIME SAVING 
i aa scat EME LTE 8 Matis 





List Total 

each List 
6—190 Scythe Stones . $.25 $1.50 
6-191 Scythe Stones. .35 2.10 
6—192 Scythe Stones. .30 1.80 
6—188 Scythe Stones. .20 1.20 
6—188R Scythe Stones .25 1.50 





3—57 Piles... 020 - 1.00 43.00 
$11.10 
51 



























Aladdin 


NATIONAL HARDWARE 


OPEN HOUSE 


Assortments ? 


No? Then Take a Peep at These Fast Selling FREE GOODs 
Assortments of All-American Made 


VACUUM BOTTLES and LUNCH KITS 
* 











Here's that Aladdin : 
acec-Seale f 








ssortment No. 20 
A 
E 
Pint No. 10 Lunch Kit No. 099 Quart No. 30 

Selling Net Cost Margin 

6—Aladdin No. 10 Pints @ Retail....$ 6.00 $ 3.99 $2.01 

2— ” No. 30 Quarts @ Retail.. 3.50 2.33 1.17 

4a— ” Lunch Kits No.099@ Ret. 6.40 4.26 2.14 

I1— . No. 10 Pint FREE........ 1.00 FREE 1.00 
$16.90 Less $10.58 = $6.32 


Your Margin is $6.32 or Nearly 60% on Your Cost 
HY-LO 
mee Ff 
Assortment No. 30 
— 














No. 098 HY-LO Lunch Kit 


Selling Net Cost Margin 
9—HY-LO Pts. No. 12 @ Sug. Ret._ $8.01 $5.40 $2.61 . 
3— “  Qts.No.32 @ Sug. Ret... 4.47 2.94 1.53 Your py is 
3— “  KitsNo.098 @ Sug. Ret. 4.17 2.85 1.32 $6.35 or 
1— “ Pint No, 12 PREE_____-- 89 FREE 89 Nearly 55% on 


$17.54Less$11.19 = $6.35 Your Cost 











ALADDIN INDUSTRIES, Inc., 223 W. Jackson Bivd., Chicago, Ill. 
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Show Lawn and Garden 
Goods Early! 


HARDWARE AGE Original Window Display IDEAS 
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Lawn and Garden Goods Window 


Merchandise: Plant food, grass seed, plant food spreaders, flower and vegetable 
seeds, lawn mowers, grass catchers, lawn hose, hose reels, spading forks, spades, 
shovels, lawn rake, garden rake, hoes, edgers, garden trowel set, hedge, prunning, 
and grass shears, hose nozzles, sprinklers, hose accessories. 


Background: Center panel of light yellow, one side panel of light blue, the other 
of light green corrugated board or wallboard painted. Cut-out letters on center 
panel of dark grass green. 


Dow: be afraid to 


show garden and lawn goods early 
in the spring. People think and 
dream about the things they will 
do when the warm weather comes 
and displays of this type suggest 
many new items of equipment to 
them. 

Professional gardeners seem to 
agree, too, that the earlier the 
home owners begin to apply plant 
food on lawns the better will be 
the stand of grass. Stimulate peo- 
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ple now and your store will be 
remembered as a source of supply 
later on. 


Spring Colors 


Now is the time to change win- 
dow backgrounds to the light pas- 
tel shades, associated with the 
spring season. If you are using 
corrugated board, simply order 
this in pink, light yellow, light 
blue, orchid, peach and _ light 


greens. Paint wallboard panels 


these shades if you use that type 
of background. These same colors 
also should be worked into store 
interior displays. 


Incentives to 
Sell More 


Most of us work harder, and 
usually do a better job, if we have 
some incentive for so doing. In 
retail stores, the opportunity to 
increase one’s earnings is an im- 
portant incentive and, although it 
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is often difficult to establish this 
on all lines, it is possible to do 
it on some one item. For exam- 
ple. pay your salespeople a small 
commission on all early sales of 
plant food and you will find that 
more of this merchandise will be 
sold. The period for this special 
effort should be limited and should 
precede the big selling season. It 
should not be so far in advance, 
however, that might 
think ridiculous in 
suggesting the products for imme- 
diate use. 


customers 


salespeople 


Commissions to be paid will de- 
pend upon the margin in the line. 
One dealer pays 5 per cent com- 
mission of all plant food sales 
during the month of March. Sales- 
people have an opportunity to 
earn extra money, customers are 
informed about the product early 
in the season, and sales are mate- 
rially increased during an other- 
wise slow period. Remember, when 
you sell customers early you have 
the jump on competition. 

Many hardware merchants 
sharpen and repair lawn mowers. 
In some cases this is an important 


Mass Displays tor 
Ends of Tables 


Roller skates, baseballs, base- 
ball glove, plant food, grass seed, 
garden tool set, lawn and garden 
hose. 





part of the total sales volume. 
Dealers who maintain such depart- 
ments claim that they bring many 
new customers to the store. Since 
a large number of these people 
are users of grass seed, plant food, 
etc., many additional sales _re- 
sult. This is store traffic to be 
developed and promoted where it 
is possible. 


National Baseball 
Week 


All dealers carrying baseball 
equipment should tie in with Na- 
tional Baseball Week to be held 
March 29—April 4. Many of the 
teams in the country will go into 
action at this time with some com- 
munities holding large celebra- 
tions. 

A sure way to get attention to 
your display of baseball equip- 


ment is to feature photographs of 
local players in the window. If 
there are no pictures of local 
players those of big league stars 
will do. Sporting goods manufac- 
turers usually supply this mate- 
rial as a part of their very com- 
plete window displays. 

Pictures of local high school 
teams or of soft ball teams in 
industrial or business leagues will 
no doubt interest many individ- 
uals and will aid in building good 
will for the store. Try to incor- 
porate this personal and commu- 
nity interest in windows whenever 


possible. 


Better Light 
The shades of the lighting fix- 


tures in the store should be 
washed regularly. No matter what 
type of fixture you have, dust col- 
lects on them and reduces their 
ability to illuminate properly. Put 
this on your list of things to be 
done at the first opportunity. You 
will notice a great difference in 
the illumination of your store af- 
ter this is done and you will be 
getting more for the money spent. 
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Sport and Wheeled Goods Window 


Merchandise: Baseballs, bats, catcher’s mask, catcher’s gloves, fielder’s gloves, 
first baseman’s glove, softball bats, softballs, roller skates—several types, scooters, 
pedal bikes, tot bikes, tricycles, wagons, horseshoes, quoits, croquet sets. 


Background: Center panel of light yellow, one side panel pink, the other light 
blue corrugated board or wallboard painted. Cutout letters on center panel of lilac. 
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: More and more farmers 
3 are building with Steel 


getting atten- 
armers are 



























Long -neglected farm buildings are 
at farm income 1S Up. F S 
placing dilapidated siding, 
0 suit modern meth- 
t is being done 
dealers 


tion now th 


: covering leaky roofs, re 
erecting many new buildings t 


ods of farming. And a great deal of i 
with steel. So there’s a good business for 


in steel sheets these days. 


“Look what it can mean for you! 


O you want a bigger share of this busi- 





ness? Then consider this. It’s pretty hard 


* 
For example —— each steel brooder house illustrated 


for sheet buyers to get any idea how long sheets below requires the following steel roofing and siding sheets. 


will last merely by looking at them. So they 
look for a brand name that stands for first-rate 
quality and long life. That’s why you don’t 
have to argue about quality when you show 
customers the U-S-S label on sheets. 





U-S-S Steel Sheets put you ahead of com- 





petition. Stock them now. They are available 
in a full line—Corrugated, Flat and V-Crimped 


Roofin 7 five-foot sheets 
9 7 ten-foot sheets 


7 six-foot sheets 
Siding 7 seven-foot sheets 
7 eight-foot sheets 


— in standard open-hearth or rust-resisting 
copper steel. Complete accessories for all types. 


Window and ) 6 pieces end wall flashing 


U-S-S STORMSEAL is designed to answer every common Door Flashing j 7 pieces side wall flashing 


roofing trouble. A twin drain carries off any water that 








might seep into side laps. Cross crimps and pressure In addition to this sheet business there is sales volume in 4614 Ibs. of 
i) Ne lips keep water and wind out nails, Hex-Cel netting, screen cloth, bolts, hinges and other items. 
\ of end laps. And the tension COMPLETE PLANS OF THIS BROODER ARE AVAILABLE at no cost to 
Zag curve holds the sheets flat you. This plan and similar plans for corn cribs and other buildings are 
BP “against the decking. Show these part of the Farm Plan Service of our Agricultural Extension Depart- 
Ff an tin saetainadit anal ment, 621 Carnegie Building, Pittsburgh, Pa. Write us for free copies 
b, PG eatures to your customers 





get their roofing business. 











U'S'S STEEL ROOFING AND SIDING 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, San Francisco 
United States Steel Export Company, New York 
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ADVANCES 


Some grades poultry netting. Galv. range boilers. 
Some gages poultry netting. Some water heaters. 


Wrought steel pipe couplings. 
Cotton wrapping twines. 


Brass bibbs, faucets, etc. 


Soil pipe, fittings. 


Backband webbing. Linen fishing lines. Tin. 


Some steel animal traps. 
Some radio tubes. 
Some brooms, brushes. 


Seine twine. 
Industrial package steel wool. 


Trot line. Staging. 





Galvanized range boilers 
Prices were recently revised by leading 
makers, and show an average increase 
of 7% per cent. 

> * * 

Water heaters—FEarlier this 
month slight advances were made on 
styles of water heaters. 


“ _ 
some “special 


+ . > 
Jan. 30 
prices on 


Pipe couplings—On 
leading advanced 
wrought steel pipe couplings about 12% 


makers 


per cent. 
7 . 7. 
Soil pipe, fittings—Late last 
month cast iron soil pipe and fittings 
in most 


advanced about 5 per cent 


markets. 
* *¢ @ 


goods 


faucets, etc.) 


goods 
were 


Brass — Brass 
prices (bibbs, 
marked up about 10 per cent, on Feb. 1, 
by some makers. 

. * - 

Cotton wrapping twines 
Wholesalers report an advance of one 
cent per pound on wrapping 
twines, both polished and unfinished. 

7 . * 

Backband webbing 


discounts on backband webbing make 


cotton 


Present 


prices considerably higher than a year 

ago. There is no indication as to how 

long these new prices will be in effect. 
* * * 

Fishing lines—Leading makers 

have advanced linen fishing line prices 
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about 25 per cent. Wholesalers are ad- 
vised by manufacturers to 
their season requirements because of 
impending shortage of linen lines. Ad- 
vances are expected on silk and cotton 
lines, although they may not occur for 
several months. 
* 7 * 


purchase 


Steel animal traps—Leading 
makers have issued new price schedules, 


“ at ae EL 


effective Feb. 15. 
4 to 8 per cent over last season’s prices. 
Last year was an excellent trapping 
year. Prospects are even better for the 


Increases range from 
g 


as prices paid trappers, 
are about 


coming fall, 
on standard items of raw fur, 
40 per cent higher than a few months 
ago. The possibility of materials short- 
ages makes early coverage desirable. 


* * * 


Seine twine, etc. — Prices on 
seine twine, trot line, and staging ad- 
vanced two cents per pound, as of 
Feb. 4. Because of increased demand 
on other types of twine, there may later 
be a shortage on seine twine. 


* * * 


Radio tubes—On Feb. 1, R.C.A. 
Mfg. Co. wired radio tube customers 
a suggested increase of 5 cents in re- 
tail list prices on every receiving type 
tube. A relative increase was also made 
in prices to wholesalers. Prices on 
tubes to manufacturers of radio sets 
have also been increased. 
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States comprising regions in these charts: 
New England—( 
Middle Atlantic—(N. J., N. Y., Pa.) 


Conn., Maine, Mass., N. H., R. I., Vt.) 


East Nerth Central—(Ill., Ind., Mich., Ohio, Wis.) 

West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., 8. D.) 
South Atlantic—(Del., D. C.. Fla.. Ga., Md., N. C., S. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 

West South Central—(Ark., La., Okla., Texas.) 

Mountain—(Ariz., Colo., Idaho. Mont.. Neb.. N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 


Steel wool—Prices on indus- 
trial package steel wool have been ad- 
vanced one cent per pound, as of Feb. 
10. Household package steel wool prices 
are unchanged for the present. Steel 
wool prices had been advanced last fal! 
about two cents per pound. 
s * * 


Brooms, brushes——Increases of 
5 to 10 per cent are reported by whole- 
salers on various grades of push brooms 
and house brushes due to scarcity and 
advances on bristles and fibers. Some 
advances have been made, by a few 
manufacturers, on lower-priced brooms. 
Broom corn and handles have been 
sharply increased, in cost. 

. * * 

Shovels, rakes-—Factories are 
having difficulty promising definite 
shipping dates on better quality shovels 
and spades, and on many items of forks 
and rakes. Some distributors believe 
that some price increases will be un- 
avoidable in the not-too-distant future. 

. * _ 

Poultry netting — Because of 

existing conditions affecting present 





ADVANCES 
EXPECTED 


Some shovels, rakes. Silk, cotton 


fishing lines. 
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costs, one company followed up its gen- 
eral price increase, of Jan. 20, on poul- 
try netting, with a further increase, on 
Jan. 27, of approximately 10 per cent 
on “galvanized after” grades of mesh. 


* * * 


Tool lines—Showing probably 
the most serious current and prospective 
record of shortage for ordinary trade 
uses, tool lines have experienced rela- 
tively few price increases. The ad- 
vances that have been made are of mod- 
erate nature. Price withdrawals have 
been fairly numerous on hand and 
power tools and machinery, without 
definite announcement of higher fig- 
ures. New business is accepted sub- 
ject to delayed delivery with prices 
which may be in effect at time of ship- 
ment, governing. 


oa = * 


Pipe and plumbing sundries 
The rise and scarcity of zinc is affect- 
ing the outlook on standard steel pipe. 
Some mills have already fallen back on 
deliveries. All are cautioning distrib- 
utors to prepare for further delays or 
shortages. Although price advances 
have not been announced, prices are 
very firm, concessions having been with- 
drawn. 
cm * ” 
Poultry supplies—Makers of 
poultry supplies, waterers, troughs, etc., 
are faced with delays in obtaining sheet 


steel. Deliveries to wholesale distrib- 
utors are very slow. 
- . +. 


Nails, wire products—Sales of 
wire and merchant wire products during 
January showed a general increase of 
from 10 to 20 per cent over December, 
indications pointing to a continued high 
level of demand for a long time to come. 
Deliveries are gradually becoming more 
extended on all wire products, ranging 
from one to eight weeks on merchant 
items, eight to 14 weeks on manufac- 
turers’ wire, and 12 to 24 weeks or 
longer on wire rods, depending on grade, 
size and mill involved. Fencing and 
post sales have shown especial improve- 
ment. With construction on defense 
projects being rushed and with whole- 
salers buying earlier than usual because 
of threatened tightness in steel, orders 
are maintaining 
totals. 


unexpectedly large 


* * * 


Galvanized steel sheets 
With new galvanized sheet business con- 
tinuing to reach the mills in unabated 
volume, in most eases considerably in 
excess of either production or ship- 
ments, backlogs have grown larger, and 
deliveries on most sizes and grades are 





Home Laundry 
Equipment 


According to official figures 
given by Joseph R. Bohnen, ex- 


ecutive secretary, American 
Washer and Ironer Manufacturers’ 
Association, Chicago, the indus- 
try accomplished the following 
sales record during 1940: 

“Sold 1,552,666 washers, advance 
of 8.33 per cent over 1,433,256 sold 
in 1939, and at an average retail 
price of $72.88, compared to $70.13 
for 1939. 

“Sold 175,466 ironers, which is 
38.06 per cent above 127,093 sold 
in 1939. 

“December, 1940, was the sec- 
ond highest December on washers 
in the industry’s history, 92,474 
compared to 93,532 in 1936 and an 
increase of 19.68 per cent over 
77,270 in December, 1939. Aver- 
age retail price, $77.89, against the 
year’s average of $72.88, and com- 
pared to $74.93 in December, 1939. 

“December, 1940, was the sec- 
ond highest month on ironers in 
the industry’s history, 23,191 com- 
pared to 23,282 in October, 1940, 
and an increase of 95.64 per cent 
over 11,854 in December, 1939. 

“Outstanding in the year’s rec- 
ord is the performance by higher- 
priced ironers. With 46.83 per 
cent of the year’s business done in 
models to retail at below $30, 45.97 
per cent was in ironers at $50 and 
over, and 28.65 per cent, or 50,277, 
were units to retail at $80 or more, 
averaging $104.62.” 
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Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 


not obtainable in less than 13 to 14 
weeks ahead. Mill operations have risen 
to 81 per cent of capacity. Demand 
from jobbers and fabricating manufac 
turers is strong, with indirect defense 
requirements an important factor. Gal 
vanized siding and roofing for army 
cantonments is in heavy call, from 
new camp projects and expansions of 
others recently completed 


. * * 


Oil burners set record — New 
orders and shipments of oil burners in 
1940 reached a new all-time high, a 
cording to late figures from the Depart 
ment of Commerce, based on returns 
from manufacturers who produced ap 
proximately 89 per cent of the total 
value of the output for the industry. 
New orders in 1940 totaled 269,370 units, 
compared with 215,780 in 1939, and 
139,320 in 1938. New orders in Decem- 
ber totaled 17,016 units, against 12,566 
in December, 1939, and 8435 in Decem- 
ber, 1938. These statistics refer to oil 
burners used for commercial, industrial 
and domestic use, but do not include 
“distillate” oil burners 


> * “ 


Copper products--The more 
staple manufacturers of copper and 
brass have not changed since late De- 
cember, when sheets, rods and tubing 
were raised %4 cent per pound. Leading 
companies are following the known de- 
sire of the Administration in holding 
copper prices level—a very important 
factor in defense costs. The Bureau 
of Mines reports that 873,377 tons of 
American copper were produced in 
1940, an increase of 20 per cent over 
1939. Officials said this had been ex- 
ceeded only in the war years, 1916-18, 
and in the “boom” years, 1928 and 
1929. The 1940 output was valued at 
$197,383,202. an increase of 30 per 
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cent over 1939. Arizona contributed 32 
per cent of the 1940 copper output, 
Utah 26 per cent, Montana 15, Nevada 
9, New Mexico 8, and Michigan 5, and 
ill other states, 5 per cent. 





PRICES 
WITHDRAWN 


Some tools. 





Tin costs to increase—It was 
reported from Singapore that the con- 
ference freight rates on tin from the 
Far East to Atlantic and Pacific ports 
in the United States will be advanced 
25 per cent as of March 1—to Pacific 
ports, from $33.00 to $41.25 per long 
ton, and to Atlantic ports, from $36.00 
to $45.00. Prior to February, 1939, the 


latter rate was only $17.00 per long 
ton. The March change is expected to 
increase the cost of importing Straits 
tin about 40 cents per 100 Ib. 


* : * 


Refrigeraters—Electric refrig- 
erator sales set an all-time peak in 1940, 
gaining 39 per cent over 1939, and 14.7 
per cent above the previous best record, 
which was in 1937. 


Playing safe—The very real 
uncertainty as to what lies ahead is 
leading nearly all manufacturers to im- 
pose unusual limitations upon their cus- 
tomers. A common practice is the sim- 
ple withdrawal of all prices, with new 
quotations dependent upon the time, 
amount and nature of additional sup- 
plies inquired for. Shipping promises 
on orders placed earlier are inclined to 
lengthen, and manufacturers whose 
pride has been to ship complete, are in 
many cases dividing shipment of any 
given order into several lots. 


* * * 


Controls appear—Government 
“regulation” is logically creeping fur- 
ther into the productive activities on 
non-defense lines, where these present 
competition for labor and supplies, with 
the needs of the mounting defense pro- 
gram. Suppliers of zinc, copper, and 
nickel have started to ration the metals 
to customers, and the government an- 
nounced it will take “drastic” steps 
against any aluminum scrap hoarders 
or speculators unless the price of such 
scrap drops. Some companies helping 
the ,government in efforts to ease a 
shortage in certain metals, particularly 
zine, are preparing to use other metals 
where possible, so supplies on hand for 
ordinary use can be diverted to national 
defense work. The stringent supply 





Collection percentages are obtained by dividing the collecti on ts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 
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NORGE “FAMILY” GIVES YOU 
YEAR-’ROUND PROFITS 


WASHERS GAS & ELECTRIC HOME 

















That’s what the Brownsville Hardware 
Co. does in a town of 8,000. Repair 
parts and accessories add to profits 


Sion E displays, the 


maintenance of a year ‘round dis- 
play of bicycle accessories and ad- 
vertising help the Brownsville 
Hardware Co., Brownsville, Pa., a 
town of 8000 population, sell 
more than 50 bicycles a year. And 
a good volume is enjoyed in bi- 
cycle repair parts and accessories. 

James F. Caulley, manager and 
proprietor of the store, says: “We 
went into the bicycle business on 
a small margin of profit to com- 
pete with mail order, chain and 
auto accessories stores several 
years ago. We now find our bi- 
cycle department a very profitable 
one making the regular margin of 
profit. People are confident that 
they are getting quality items, at 
the right prices, in our stoge. For 
Christmas, 1939, we put three bi- 
cycles on display the day after 


60 


Thanksgiving and sold 30 ma- 
chines for Christmas gifts.” 

A compact accessories and re- 
pair parts display is maintained 
toward the rear of the store. Com- 
pletely equipped bicycles are fre- 
quently shown next to the entrance. 
Illustrated is a display of four 
different models just inside the 
doorway where all can see them. 
The two column, 9-in. ad, also 
shown, made a bid for bicycle sales 
and for various types of athletic 
goods. This ad said, “War get 
on your nerves? Relax, get out 
under the sun for healthful exer- 
cise.” Published last May, it of- 
fered a wide variety of repair 
parts and accessories, emphasized 
the joys and advantages of riding 
a bike and called attention to the 
fact that easy terms could be ar- 
ranged. 





High units of sale, 
these bicycles are 
shown at the front 
of the store where 
all may see them. 





War Get On Your Nerves? Relax, 
Get Out And Get Under The Sun---For 
Healthful Exercise! 





RIDE A 
BICYCLE 
Here's a Deluxe model, com- 


store. Riding a dike ie fun—- 
— healthful. This low price 
makes it possible for you to en- 
joy this sport now—right at the 
start of the summer season. 





$29.95 


TIRES, 26 in. x 2.5 Size ....--- 
ES, 26 in x 2,125 Size .... 











~ Roller Skates 96c 

. SEATS FOR UNIONTOWN SPEED- 

A WAY RACES MEMORIAL DAY ON 
SALE HERE. 


Brownsville Hardware Company 


Under the Bridge- Phone 855- Park in Front of Store 











This ad was appropriately shown 
on the sports page of the paper. 
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Everybody's Talking About 


Hotpoint for 1941! 


By Every Yardstick—A Great Refrigerator Buy 
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and a Hot Number to Sell in 1941 | ~ 
WEEPING into 1941 with smarter appear- | | -_$—_ os 7 
ance...greater values...more sales-making | = : & 
features than ever before — Hotpoint Refrigera- 4 > n. ~ 
tors offer dealers an even bigger money-making =~ 
opportunity than in record-breaking 1940! * \ 
Edison General Electric Appliance Co., ee 
Inc., 5624 W. Taylor St., Chicago, III. ,, & 
See the New Models at Ui 
Hotpoint Distributors Everywhere on 
s\ 
HOTPOINT REFRIGERA- $412” = 
TOR PRICES START AT | 
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' 
~ ; 
Why didn't someone f 
tell me about Hotpoint's 
- ‘ SEVEN FOOD STORAGE 
. SY ZONES before ? 
ones ee Hotpoint’s BUTTER 
i CONDITIONER keeps 


butter just right 
for easy spreading. 
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HOTPOINT PRESENTS 4 Distinguished Lines of Refrigerators 
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PASHA Endorses New 
Chain Store Tax Bill 





Left to right, first row: H. D. Whieldon, Greenville, Pa., retiring president; Charles J. Ritterhoff, 
Baltimore, Md., president; Clarence S. Newcomer, Mt. Joy, Pa., first vice-president; Lee S. Kelso, 
Hazelwood, Pa., second vice-president, and W. Glenn Pearce, Philadelphia, managing director. 
Second row: George E. Corcelius, Huntingdon, Pa.; Walter T. Massey, Dover, Del.; R. D. Howell, 
Perth Amboy, N. J.; M. C. Gay, Jr., Tunkhannock, Pa.; H. W. Sheeler, Red Lion, Pa.; James T. 
McCullough, Kittanning, Pa., and Harry D. Kaiser, Philadelphia, Pa., assistant treasurer. 


HE Pennsylvania and Atlantic 

Seaboard Hardware Association 
went on record as favoring passage 
of H.R. 1, Congressman Wright Pat- 
man’s new chain store tax bill. The 
convention and exhibit were held at 
the William Penn Hotel, Pittsburgh, 
Pa., Jan. 28-31. Among the sub- 
jects discussed were: trade diver- 
sion, retail hardware store advertis- 
ing, the national defense program 
and the future of the hardware 
business. 

H. D. Whieldon, Greenville, Pa.. 
president, PASHA, welcomed mem- 
bers, guests and exhibitors at a 
luncheon in the ball room of the 
hotel Tuesday noon. Dr. Harold 
Major, New York City, representing 
the National Association of Manu- 
facturers, discussing the “Future in 
America,” warned against two dan- 
gers—being discouraged by yester- 
day’s failures and dazzled by yester- 
day’s achievements. Don’t, he urged, 
let anyone tell you America’s great- 
est days are past and gone. America 
is still an infant with huge untapped 
resources. Since its founding this 
country has produced more than 
three times the wealth produced by 
the entire world prior to the found- 
ing of this country, he said. 

President Whieldon discussed 
PASHA and N.R.H.A. activities, and 
problems facing hardware dealers. 
He pointed out that retail hardware 
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stores are exempt from provisions of 
the Federal Wages and Hours law 
unless 50 per cent, or more, of their 
business, is deemed by the govern- 
ment to be wholesale. He urged sup- 
port of National Hardware Open 
House. The association’s field men, 
Fred Rudolph, Jr., and K. F. Willis 
were introduced. 

John H. Lucas, vice-president, 
People’s-Pittsburgh Trust Co., Pitts- 
burgh, Pa., in a talk, “The Future 
of the Hardware Business Through 
a Banker’s ‘Specs,’ ;” first traced eco- 
nomic conditions during the first 
World War and the present Euro- 
pean conflict. Over night, in the 
previous war, this nation became a 





PASHA field men introduced at 
the convention. K. F. Willis, left, 
and Fred Rudolph, Jr. Mr. Rudolph 
works east of Harrisburg, Pa., 
Mr. Willis handles store plan- 
ning, etc. in the balance of the 
association’s territory. 


creditor nation. Prices got out of 
control early in the last war but the 
War Industries Board finally con- 
trolled commodity prices which 
doubled between 1914 and 1919. No 
nation, he pointed out, can put every 
available man and woman to work 
without increasing spending. He 
urged hardware dealers to seek new 
customers, give service, serve a use- 
ful purpose and to conduct business 
efficiently, properly and honestly. 

Charles R. Isaacs, N.R.H.A., In- 
dianapolis, Ind., explained the plans, 
for National Hardware Spring Open 
House, May 1-10, and showed and 
described the kit. 

Paul M. Mulliken, executive sec- 
retary, National Retail Farm Im- 
plement Association, St. Louis, Mo., 
declared that retailers must be as 
willing to make sacrifices and pay 
costs to guarantee self-preservation 
as they are to make sacrifices for 
national defense. He recommended 
policies for manufacturers, whole- 
salers and retailers. Manufacturers 
should produce only merchandise 
meeting consumer demand and hav- 
ing consumer acceptance; make 
available attractive, efficient sales 
helps at minimum cost;’ eliminate 
practices imposing a premium on 
merchandise sold through indepen- 
dent channels and sell all distributors 
quality, quantity 
and service considered. Wholesalers 


on the same basis 
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COIL CHAIN 
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BUCKEYE PATTERN CHAIN 
250 Ft. Carton 
Here is a profitable way to sell popular Buckeye Coil 
Chain. The economical package allows an added 
profit. It also stocks the chain neatly and makes a 
handy dispenser. Holds 250 ft. of Buckeye Pattern 
Chain—Bright Galvanized Finish. 





UTILITY LOG CHAIN 
A strong, well-made chain espécially useful about 
the farm or wherever there is towing or load bind- 
ing work to be done Fitted with drop-forged 
slip and grab hooks Coppered Finish Size 
9/32 x 11 ft. 
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The Cieveland Chain «Mie Cleveland OAi2 








No. 39 DOG CHAIN ASSORTMENT 


1 Doz. De Luxe Dog Chains—nickel 
plated, with beautiful plastic handles 
in red, yellow, green and blue. A 
colorful note to catch the eye of every 
customer in the store! Metal display 
hanger for chains is attractively illus 
trated in three colors and finished in 
baked enamel, 





REEL SALESMAN DISPLAY STAND 


Put Chain on parade this Spring, and especially during Open Hquse with the famous 
REEL SALESMAN. This tested and proven merchandiser brings a whole assort 
ment of fast-selling CLEVELAND CHAIN out where people are sure to see it. It's 
just the item for a Spring sales campaign—or to keep Chain sales moving all the 
time. Get this fine stand with your assortment of CLEVELAND CHAIN! 





OPEN HOUSE 


MAY Ito lO 


FEBRUARY 20, 1941 












You are headed for extra sales and added profits if you are plan- 
ning to feature these CLEVELAND CHAIN specials, May 1 to 10. 
CLEVELAND CHAIN guaranteed merchandise will help make 
NATIONAL HARDWARE SPRING OPEN HOUSE a greater success 
for you. Offer your customers high grade CLEVELAND CHAIN for 
this special event—and every day this SPRING! Place your order 
for the above special items now and be sure of early shipment. 


Your Jobber Can Supply You 





The AOE CEES ED LOMA 


Cleveland, O. i deeaone 


























were urged to serve as purchasing 
agents for retailers—placing them 
in competitive position; standardize 
stocks; reduce operating costs to the 
minimum; stop selling at retail and 
provide practical, effective sales pro- 
motion programs that can be more 
generally used. Retailers should “go 
modern”; utilize sales plans and 
materials provided by suppliers; hold 
store meetings; concentrate pur- 
chases with a minimum number of 
sources of supply; use regular ad- 
vertising and abandon the practice 
of uniform markup. 

William J. Cheyney, vice-presi- 
dent, National Retail Furniture 
Association, New York City, told of 
the National Trade Relations Move- 
ment which was started because it 
was conservatively estimated that 
$1,500,000,000 of merchandise was 
being sold, each year, to the public 
through channels “voiding our the- 
ories of open competition.” The 
movement has sought to convince 
employers of America of the need 
for discontinuing paternalism toward 
employees at the point where it be- 
gins to bias the workers’ purchas- 
ing habits. So far 601 companies 
have agreed to do this. 

Frank A. Hegner, Sewickley, Pa., 
told how the Pittsburgh Hardware 
Association has been investigating 
wholesale sales to consumers, and 
had brought the matter to the atten- 
tion of manufacturers and whole- 
salers. Injunctions are pending to 
prevent the sale of certain items 
to consumers at wholesale prices. 
Although wholesale sales are made 
to consumers in Pittsburgh, he 
stated that there is less selling of 
this type there than in other cities. 
Otto A. Kossler, Pittsburgh, showed 
toasters, listing at $6.95 and bought 
for $4.52 by investigators who told 
the distributors and dealers from 
whom the purchases were made that 
they were members of credit groups, 
etc. A number of other items, bought 
under similar circumstances, were 
shown. 

At the concluding session, Lewis 
W. Rush, president, Advertising 
Exchange, Inc., New York City, 
urged the use of both merchandise 
and institutional advertising by 
dealers, and questioned whether any 
set average would work for all 
members of such a group. Consider 
right rather than cheap advertis- 
ing, he said, because advertising 
that increases traffic in a store will 
bring more people in contact with 
the store’s service and goods. 

Following Mr. Rush’s address 
there was a discussion of retail ad- 
vertising. R. D. Howell, Perth Am- 
boy, N. J., said his company uses 
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direct mail and newspapers to cor- 
rect the impression some consumers 
had that the store was high priced. 
Lee S. Kelso, Hazelwood, Pa., told 
of sending out advertising material, 
for his store, inclosed in the local 
newspaper. M. C. Gay, Jr., Tunk- 
hannock, Pa., said his company 
found it necessary to advertise in 
eight newspapers to reach all parts 
of its trading area, and uses ads 
one column in width to present news. 
Mr. Hegner suggested every ad 
should have an illustrative heading 
with copy pertaining to the dealer’s 
store, and emphasized the need for 
having window displays tie in with 
advertising. 

Kenneth A. Heale, associate edi- 
tor, HARDWARE AGE, suggested deal- 


ers regularly tell about unusual 
services and features of their stores, 
in some part of their advertising 
space. He also pointed out that ade- 
quate lighting and well painted 
stores were a means of advertising 
and selling the store in general and 
paint and light in particular. 

The report of the Resolutions 
Committee, Frank A. Hegner, Se- 
wickley, Pa., chairman, was ac- 
cepted as proposed. Resolutions: 
favored H.R.1, the new chain store 
tax bill; pledged support to the de- 
fense program; protested the sale 
of appliances to R.E.A. project 
members at lower prices than other 
consumers pay; protested trade di- 
version and thanked organizations 


(Continued on page 92) 


Social Security Forms 


figs meet the need of many firms, 
particularly retail stores, for an 
adequate and convenient method of 
keeping social security records, The 
National Cash Register Company, 
Dayton, Ohio, has devised and placed 
upon the market a social security 
record book and social security re- 
ceipt pads. This book makes pro- 
visions for deductions, for federal 
old-age pension, which applies 
throughout the country, and for ad- 
ditional deductions, which may ap- 
ply in individual states. 

Listing one employee’s record on 
each of its 60 pages, this volume, 
nominally priced at $1.50, is printed 
on light-green tinted paper. The 
binding is of the wire type, permit- 
ting all pages to lie flat when opened 
at any point. Within the page col- 
umns, down rules are eliminated 
except to divide dolJars and cents, 
while a complete summary is in- 


cluded in the back of the volume. 

And, as an additional aid to the 
merchant, a chart called “What a 
Salesperson Should Sell” has been 
included just by way of suggesting 
to the merchant that he should know 
just what return he is getting for 
money spent on salesperson’s sal- 
aries. 

Another aid to the merchant is the 
social security receipt pad. In the 
United States, when deductions are 
made from employees’ earnings for 
<ocial security, or other purposes, it 
is necessary to give them a receipt 
showing earnings for the period and 
the deductions made. This receipt 
pad is made up in the form of a 
salesbook and when the deductions 
are made, the receipt, if desired, can 
be certified in a National Cash Reg- 
ister, with the employee receiving 
the duplicate and the employer keep- 
ing the original copy. 


Social security 

record book and 

social security 
receipt pads. 
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Sl your cublome/r 
WUOKING AT {TS BES’ 


Take a good look at these “better cooking” fea- 
tures... they'll register at once with your cus- 
tomers! 

For more than 65 years, the name Florence 
has meant “cooking at its best” to millions of 
women! You can offer that sort of cooking to 
every customer who comes into your store, for 
the Florence Gas Range line gives you 15 
models, There’s a Florence for every need and 
every pocketbook—de luxe CP ranges like this 
one, and other full-featured models at moderate 
prices. And every one is a beauty! 

Strong national advertising will tell your 
customers all about these great gas ranges! Go 
Florence in ’41—because it means better busi- 
ness for you! Write today for full information. 


























MODEL 6531CP—de luxe Gas Range, in white 
porcelain finish, with all 22 Certified Performance 
features. 













Right: Florence ovens give your customers the best 
there is in baking! Room for big turkeys, for full 
oven meals! Watch ’em go for the glass sight win- 
dow, which is available in several models! 









FLORENCE STOVE COMPANY 
General Offices and Plant: Gardner, Mass.; 
Western Offices and Plant: Kankakee, IIL; 
Sales Offices: 1458-59 Merchandise Mart, 
Chicago; 45 E. 17th Street, New York; 53 
Alabama Street, S. W., Atlanta; 301 N. 
Market Street, Dallas; 2730—16th Street, 
San Francisco. 
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Loads of room for large 


“CLICK” SIMMER : 
pots and pans without 


gh, medium and simmer crowding on the cooking 
me on the new improved 







Focused Heat” burners. tops of Florence Gas 
> guessing! ... a “click’’ Ranges! Generous work 
Ms that the flame is right space too. , 


simmering. 


LORENCE ALSO OFFERS: OIL RANGES 
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American Hardware Supply 
Dealers Hear Report 
on Successful Year 


AY increase of 181% per cent in 
; sales, comparing 1940 volume 
with that of 1939, was reported at 
the 3lst annual member-stockhold- 
ers’ meeting of the American Hard- 
ware Supply Co., 41-43 Terminal 
Way, South Side, Pittsburgh, Pa., 
dealer-owned wholesale house. The 
meeting, held at the company’s 
offices and warehouses, on January 
27 and 28, included a merchandise 
show which featured a number of 
new and improved items in hard- 
ware, housefurnishings, etc. 

Members, exhibitors and guests 
were welcomed by Charles W. Scar- 
borough, Pittsburgh, Pa., president 
of the company. Mr. Scarborough 
stated that the company employs 67 
men and women and complimented 
William M. Stout, general manager, 
for his efforts and for the care with 
which he selects personnel. He said 
that 1941 promises greater business 
opportunities and urged dealers to 
keep a clean stock of goods and to 
consider the addition of new items 
to their stocks. He declared that the 
company’s growth during 1940 was 
particularly gratifying in view of the 
war and the fact that there was a 
national election last year. 

Mr. Stout introduced members of 
the company’s junior board of di- 
rectors, comprised of six employees. 
These had been elected by the staff 
for the purpose of considering sug- 


gestions offered by other employees 
for submission to him and to help 
“new employees become better em- 
ployees.” Present members of the 
junior board are: Misses Margaret 
Vorwerk and Beulah Rich, and Leo 
Hollein, J. D. Shepler, George Mat- 
thews and Raymond Lieb. H. P. 
Whieldon, Greenville, Pa., presi- 
dent, Pennsylvania and Atlantic Sea- 
board Hardware Association, spoke 
briefly of the activities of that organ- 
ization. 

In an address, “It Can Be Done!”, 
W. O. Mullee, Mullee Hardware, 
Warren, Ohio, told how he started 
his hardware business seven years 
ago, with $700 and a former garage 
building, increasing sales volume to 
more than $90,000 last year. His 
two sons and two daughters, who 
were present at the meeting, all took 
Dale Carnegie courses to help them 
sell. Mr. Mullee emphasized that he 
and his children listen to salesmen 
when they visit the store, hold dem- 
onstrations for church groups, etc., 
on paint, appliances and other lines 
and discuss selling problems among 
themselves. 

H. Leslie Gould, sales manager, 
outlined sales promotion plans of- 
fered dealers and announced that 
group meetings would be held for 
members in various parts of the ter- 
ritory served by the company. The 
promotional outlines, issued each 





The Junior Board, left to right, front row Margaret Vorwerk, 
sales department; Leo Hollein, office manager; Beulah Rich, 
bookkeeping department. Rear row: J. D. Shepler, manager 
claim department; George Matthews, foreman fourth floor; 
Raymond Lieb, assistant superintendent of warehouse. 





WILLIAM R. STOUT 
Generai Manager 


month, include plans for four 
months. 

In his address, “Calling Mr. Rip- 
ley—Believe It or Not,” Mr. Stout 
traced the company’s growth, since 
1932 with a volume of $286,403.59 
to 1940, when sales totaled $1,660,- 
480. He called attention to improve- 
ments in the warehouse and offices, 
stating that modernization is under- 
taken to save money. He urged deal- 
ers to seek mine, mill and factory 
business and to let others buy for 
them so they can use their time for 
thinking. 

At the Monday evening meeting 
some comments by E. A. Hastings, 
treasurer and assistant secretary, 
were read. The suggestion was made 
that dealers build a surplus during 
good times, in preparation for bad 
times and the wisdom of reducing 
accounts receivable in good times 
because they cannot be reduced in 
bad times was stressed. In his an- 
nual report, read Tuesday morning, 
Mr. Hastings pointed out that 1940 
sales exceeded 1939 volume by more 
than 18% per cent. 

Charles W. Scarborough, Pitts- 
burgh, was reelected president. 
Other officers are: F. B. Post, Wash- 
ington, Pa., vice-president; J. M. 
Scott, Carnegie, Pa., secretary; E. A. 
Hastings, treasurer and assistant 
secretary, and S. M. Wylie, Eliza- 
beth, assistant treasurer. Mr. Stout 
was reelected general manager of 
the company. W. R. Ritter, Mechan- 
icsburg, Pa., and H. D. Whieldon, 
Greenville, Pa., were elected mem- 
bers of the board. H. M. Kirk, New 
Castle, Pa., was reelected to the 
board. Other members of the board 
are John A. Ditz, Clarion, Pa.; 
Clarence S. Newcomer, Mt. Joy, Pa.; 
Messrs. Scarborough, Post, Scott 
and Wylie. 


HARDWARE AGE 

















THE BIG FLASHLIGHT SPECIAL 
FOR HARDWARE OPEN sates 


The DISPLAY, in Open House colors, a compact, 












sales-compelling flashlight department. The To complete Depart- 
FLASHLIGHTS, 2 each of 3 standard sizes, new ae 
creations to retail for 45¢, 69¢ and 80¢, less OE Geatiatenae 
cells. Order from your jobbers. teed unit cells ... 


List $4.80, Dealer 


M-7, List $3.88, Dealer’s Cost $2.64 Cost, $3.12. 
(Available through Open House Week only!) 
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Question and Answer Forum 


Feature of Western Convention 


Fifty-second annual conclave held at Municipal Audi- 
torium, Kansas City, Mo., and attended by 3,000. 
Program recommended to curb trade diversion, re- 
vised Patman chain store bill approved, more fair 
trade contracts advocated and sales through coop- 
eratives condemned. George B. Straight, president. 


7.ROM the standpoint of the 
hardware members the Hard- 
ware Question and Answer Forum, at 
the Tuesday and Wednesday ses- 
sions, was the outstanding feature of 
the 52nd annual convention and ex- 
hibit of the Western Retail Imple- 
ment and Hardware Association, 
held at Kansas City, Mo., Jan. 21 to 
23, 1941, inclusive. Sessions, the 
exhibit and the closing banquet were 
held at the Municipal Auditorium. 
Official registration was approxi- 
mately 3000 and about 2000 attended 
the banquet which was served by the 
Hotel Muehlebach under the direc- 
tion of Assistant Manager Fred L. 
Hatton. 

President Eddie Potter, Macon, 
Mo., opened the convention with a 
talk that was both optimistic and 
cautious. He said farm implement 
and hardware dealers are entering 
what appears to be an encouraging- 
ly profitable and yet extremely dif- 
ficult year. Mr. Potter offered ex- 
cellent crop prospects and the ex- 
pansion of defense production as 
the two major factors which will in- 
fluence 1941 business. His only 
worry was the possibility of short- 
ages in materials and finished prod- 
ucts due to defense needs. As presi- 
dent he reviewed the work of the 
organization during the past 12 
months and particularly expressed 
appreciation for the splendid work 
of Secretary-Treasurer Frank H. 
Spink. 

Secretary Spink gave, in greater 
details, the work of the association 
and stressed the need of carefully 
watching the diversion of trade that 
is taking an increasing volume of 
business away from legitimate 
dealers. He also spoke of the need 
for more sales training and of in- 
creasing sales to cope with rising 
costs. Mayor John B. Gage, official- 
ly welcomed the convention to Kan 
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sas City, mentioning that as the son- 
in-law of Frank Hires, veteran sales- 
man for Russell & Erwin Mfg. Co., 
in that area, he had a particular 
fondness for welcoming a hardware 
group. 

Urging implement dealers to carry 
more adequate stocks of repair 
parts, as a means of building good 
will and profitable volume through 
service, H. B. Pence, John Deere 
Plow Co., said that proper servicing 


equipment was as important as hav- 
ing the needed parts and that a good 
service department was a most valu- 
able adjunct for building prestige 
that leads to new equipment sales. 
He also urged good records on ser 
vice work and fair payment. 

A. L. Benson, Massey-Harris Co.. 
talked on credits, saying that the 
way you handle the credit end of 
implement sales determines whether 
you stay in business or go out of 








THE HARDWARE QUIZ TEAM which was featured at the Tuesday 
and Wednesday sessions of the Western Convention. Left to right: 
W. W. Townley, Townley Metal & Hardware Co., Kansas City, Mo.; 
L. M. Pinkston, Wyeth Hardware & Mfg. Co., St. Joseph, Mo.; Frank 
Johnson, Blish, Mize & Silliman Hardware Co., Atchison, Kan.; Fred 
G. Taylor, Lyons. Kan.; Perry Faeth, Stowe Hardware & Supply Co., 
Kansas City, Mo., and J. E. Woodmansee, Richards & Conover Hard- 
ware Co., Kansas City, Mo. Mr. Taylor was “Prof. Quiz.” He asked 
the questions. The other five, executives of five wholesale hardware 
houses, answered the questions. Mr. Woodmansee was chairman of the 
show committee and master of ceremonies at the closing banquet Thurs- 
day evening. On the show committee he was assisted by Messrs. Town- 
ley and Faeth. 
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No. 497-A 
($4.97*- Dealer Cost) 


NATURAL 
ARTIFICIAL 
FABRICATED 


* Rrices slightly higher west of Denver 
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YOU'LL SELL THEM 
DISPLAYED THIS MODERN WAY 


Suit Any Buyer with Price, Grit and Shape 


We suggest one assortment for your counter and another for your 
Spring window display of farm and garden tools and implements. 
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33 STONES 
FREE DISPLAY 
LIST PRICE $7.65* 





BEHR-MANNING - TROY, N. Y. 





(DIVISION OF NORTON COMPANY 


ALSO QUALITY SANDPAPERS SINCE 1872 
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SEEN AT THE WESTERN CONVENTION 


1. J. R. Hanna, Mankato, Kan., one of 18 original organizers of Western Association 52 years ago. 2. Past 
president, J. D. Reynolds, Carthage, Mo., telling about the 1941 Trade-In Manual on farm implements. 3. Fred 
Herschberger, Sheffield Steel Corp., Kansas City, vice-president, Kansas City Hardware, Implement and Trac- 
tor Club. 4. New Western directors, Ralph Rust, Parsons, Kan., and E. G. Stucker, Ottawa, Kan. 5. Past 
presidents of Western. Back row—Fred Ackarman, Sedan, Kan.; E. F. Milner, Miami, Okla.; L. H. Dunton, 
Arcadia, Kan., and J. D. Reynolds, Carthage, Mo. Front row—Frank H. Spink, Kansas City, Mo., now sec- 
retary-treasurer; W. C. Cole, Bethany, Mo.; Fred G. Taylor, Lyons, Kan., and Sam Zuercher, Wichita, Kan. 
6. The three Western Convention ushers. Geo. S. Straight, Jr. Eureka, Kan.; Jack Potter, Macon, 
Mo., and Lumac Steele, Arcadia, Kan. Geo. Jr’s dad is new Western president; Jack’s dad is retiring presi- 
dent and Lumac’s grandad is a past president. 7. Newly elected president, Geo. S. Straight, Eureka, Kan., 
accepts gavel from retiring president, Eddie Potter, Macon, Ga. 8. Harry Dempster, president, Dempster 
Mill Mfg. Co., Beatrice, Nebr., and of the Farm Equipment Institute, a speaker at the Friday session. 9. Dar- 
lene and Harry who entertained the Western sessions and made a great hit. 10. Western directors—Back 
row—Clarence Waters, Junction City, Kan., new vice-president; Fred Ackerman, Sedan, Kan.; J. M. Witten, 
Trenton, Mo; Sam Zuercher, Wichita, Kan., and Clarence Nevins, Dodge City, Kan. Front row—Geo. S 
Straight, Eureka, Kan., new president; L. H. Dunton, Arcadia, Kan.; Lee Oldham, Leota, Kan., and Thos. 
Dyche, Kansas City, Mo. 11. Western Peerless Quartette—Mrs. Taylor, Clyde Bishop, Chanute, Kan.; Sam 
Zuercher, Wichita, Kan.; Pete Zuercher, Mackeville, Kan., and Fred G. Taylor, Lyons, Kan. 
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business. To the manufacturer, he 
said, the way an implement dealer 
handles his credits and collections is 
an important point in deciding how 
much paper to handle for that par- 
ticular dealer. 


As executive secretary of the re- 
cently formed National Retail Farm 
Equipment Association, Paul M. 
Mulliken told of the future of the 
farm equipment retailing. He cited 
the rapid changes that have taken 
place in this field and said that 1939 
recorded 22% per cent less volume 
than 1929. He too urged more in- 
telligent credit operations and 
greater effort to make more profit- 
able sales. As 45 per cent of all 
sales involve a trade-in he urged 
greater attention to the values sug- 
gested in the association’s trade-in 
manual. 


The Hardware Quiz 


The Hardware Quiz which was 
the closing feature of both the Tues- 
day and Wednesday sessions will be 
reported, in some detail, in our next 
issue dated March 6, 1941. This 
part of the program was handled 
with Fred L. Taylor, Lyons, Kan., 
as Quizmaster. Answers were given 
by J. E. Woodmansee, Richards & 
Conover Hardware Co., Kansas City, 
Mo.; Perry Faeth, Stowe Hardware 
& Supply Co., Kansas City, Mo.; 
Webb Townley, Townley Metal & 
Hardware Co., Kansas City, Mo.: 
L. M. Pinkston, Wyeth Hardware & 
Mfg. Co., St. Joseph, Mo., and 
Frank S. Johnson, Blish, Mize & 
Silliman Hardware Co., Atchison, 
Kan. 

Director Thomas E. Dyche. Kan- 
sas City, Mo., reported as chairman 
of the Hardware Trade Relations 
Committee which dealt largely with 
the greatly increased problem of 
trade diversion; the sale at retail 
by wholesalers and manufacturers 
and the sale by both to public in- 
stitutions, etc. As a curb for such 
practices Mr. Dyche’s committee 
recommended the following pro- 
gram: 

‘1. That all wholesalers and dis- 
tributors of hardware and_ allied 
lines be requested to furnish in 
writing a statement of sales policies. 
2. That wholesalers and distribu- 
tors of hardware and allied lines be 
requested to discontinue selling in- 
dustrial and_ institutions, 
merchandise for the personal use of 
their employees and friends. 3. That 
a field man be appointed to head 
Trade Relations work, and to be 
available at all times, in settlement 

(Continued on page 104) 
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Here Mn. Handwane Dealer, 
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YOU ordered the Shelby Safe-T-Bike 
—you and a thousand other alert retail 
merchants who know what it takes to 
make money on bicycles! YOU know 
that whenever a youngster gets a new 
bike, a parent pays for it. And both have 
a hand in selecting it. You’ve got to sell 
both youngster and parent. 

Twelve great safety features have been 
engineered into this dramatic “new idea” 
bicycle . . . a dozen talking points which 
make up the most effective sales story 
you could possibly present to safety- 
conscious mothers and fathers. The 
youngsters? They'll fall hard for sleek, 
colorful speedline styling—a smooth, 
cushioned ride — membership in the 
Shelby SAFE CYCLING SQUADRON, 
with badge, card ’n everything! 

When the advertising barrage starts 
rolling, when prospects start looking, 
dealerships will be at a premium. Get 
the complete story now—the earlier the 


better! 
Gute Bl 


Write, Wire, or Phone for Catalog and Dealer Franchise Plan 


THE SHELBY CYCLE COMPANY 
Shelby, Ohio 

















Eastern Distributor: 


Jonas B. Oglaend, Inc., 
12 Warren St., N. Y. C. 


Western Plant & Sales Office: 


20th & Naomi Streets, 
Loi Angeles 
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REMINGTON CUTLERY DIVISION ACQUIRED 


BY PAL BLADE CO.—PLANT AT HOLYOKE, MASS. 


Entire cutlery manufacturing equipment; patterns, parts, 
materials, etc., included in purchase. J. L. Mailman an- 
nounces C. W. Tillmans will head production at new plant 
in Holyoke, Mass., and that wholesaler distribution policy 
pursued by Remington will be rigidly continued. Paul Ling- 
ener, Harry Todd and Walter Quick become district mana- 
gers for the cutlery division of the Pal Blade Co. 
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The Pal Blade Co., of New York | British Knitwear Co., Ltd., St. 
City; Plattsburg, N. Y.; Mon-| Johns, Newfoundland. A. L. | 
treal, Canada, and Buenos Aires,| Mailman is managing director 
Argentina, has acquired the en-| and president of the Canadian 


operations at Montreal. The Pal 


| through the hardware trade, hav- 
ing organized the production 
facilities for the Remington cut- 
lery line. 

On the sales end four equally 





| Blade factory at Piattsburg,| well known Remington cutlery 


N. Y., employs 250 people. 
ware Ace that the purchase of 


| includes all machinery, dies, fin- 
ished goods, goods in process and 


slicers, butcher knives, kitchen 


knives—will be continued and 
that production and quality will 
be maintained at the same high 
standards that have characterized 
l this line. He also stresses the 
intention of the Pal Blade Co. 
J. L. MAILMAN to rigidly maintain Remington 
wholesaler distribution policies. 
The plant at Holyoke will be 
tire cutlery division of Reming: | operated under the executive di- 
ton Arms Co., Ine., Bridgeport, | rection of Carl W. Tillmans, who 
Conn., and will henceforth op-| for many years was plant man- 
erate this cutlery business as @| ager of the Remington Cutlery 
separate division. Headquarters | Works and who is well known 
sales offices will be at 595 Madi- 
son Ave., New York City. All 
production and distribution fa- 
cilities will be housed in a new 
plant located at Holyoke, Mass. 
The Pal Blade Co., reportedly 
the largest independent razor 
blade manufacturer in the United 
States, is a partnership owned by 
J. L. Mailman, A. L. Mailman 
and Otto E. Kraus. This group 
also owns and operates the Pal 
Blade Corp., Ltd. Montreal, 
Can.; the Pal Argentina, Ltd., 
Buenos Aires, Argentina, the 
only blade factory in the Argen- 
tine. The Mailman brothers own 
50 per cent interest also in the 
British Rubber Co., of Canada. 
Ltd., and the British Tire Co., 
Ltd., both of Montreal, and the 








Cc. W. TILLMANS 
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J. L. Mailman advises Harp- | 


cutlery, table cutlery, carvers, | 
hunting and special purpose | 


salesmen have become affiliated 
| with Pal Blade Co. They are 


| Paul Lingener, who will be east- 


the Remington cutlery business | ern district manager; Harry B. 


Todd, who will act in a similar 
capacity in the southern terri- 


raw materials and states that the | tory; Walter Quick, who will be 
complete Remington line of high- 
grade cutlery — pocket knives, 


| western district manager, and 
B. W. Evans, who will handle 
| sales for the city of Chicago area. 
tion of the Remington cutlery 
items to its line of Pal Hollow 
Ground single and double edge 
safety razor blades, is now in a 
| position to offer a complete cut- 
| lery line. The company plans con- 
siderable consumer advertising 
during 1941 for its Pal Hollow 
Ground single and double edge 
pafety razor blades. 


wholesalers and retailers is the 
further announcement by Mr. 
Mailman that all Remington cut- 
lery display tables will continue 
to be useful in showing this line 
as the complete replacement of 
all numbers in the line will be 
| available from Pal Blade Co. 





REZNOR MFG. APPOINTS 
DISTRICT MANAGERS 


| Pointe Blvd., Detroit, Mich., has 
been appointed district manager 
for southern Michigan and north- 
western Ohio, according to a re- 
cent announcement by Reznor 
Mfg. Company, Mercer, Pa. 
Chester McClintock, Milan, 
Tenn., has been appointed dis- 
trict manager for the Tennessee 
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| M. L. C. RUTLIDGE of 
d 
ce 
| CROSLEY APPOINTS SOUTH F 
| AMERICAN REGIONAL MGR. te 
To direct the handling of the st 
rapidly expanding business of w 
the Crosley Corp., Cincinnati, tk 
Ohio, in South America, Maurice w 
L. C. Rutlidge sailed for Rio de ce 
The Pal Blade Co., by the addi- | Janeiro, Brazil, to establish a : 
: Crosley regional headquarters in m 
the southern continent. Mr. Rut- re 
lidge as regional manager for 
South America will direct and h 
enlarge the sales distribution of q' 
Crosley radios, _ refrigerators, of 
| ranges and washers through Cros- 
| ley distributors in all South te 
| American countries, and also ap- te 
point qualified firms to handle ps 
eae . ae | the Crosley line of small auto- 
ee ee St lie in ite ter Bin. a 
| FISHER AND MEIER TAKE th 
| OVER J. WINKLER CO. : 
| Al J. Fisher, Seattle, and Harry 
| Meier, Portland, formerly asso- th 
| ciated with the J. Winkler Com- m 
| pany, will take over the operation e 
A | of the J. Winkler Company under vi 
| the name of Fisher-Meier Com- ar 
| pany, operating offices and dis- of 
| play rooms at 609 Terminal ti 
Pesnste C. Mani, 0S Coons | Sales Building, Seattle, and 233 N 
| Sherlock Building, Portland, Ore th 
| wa an 
D. SILVER HDWE. BUYS > 
INTERNATIONAL LOCK co 
|  D. Silver Hardware Co., 19 Es- uy 
| sex St., New York City, has pur- ob 
| chased the entire stock of the ste 
International Lock and Products 
| Co., Detroit, Mich. a 


territory by the company. 
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COURT UPHOLDS FAIR LABOR STANDARDS ACT 
INTERSTATE COMMERCE CLAUSE BROADENED 


(Washington Bureau 
of HARDWARE AGE) 

In a decision further broaden- 
ing the interstate commerce 
clause of the Federal Constitution, 
the Supreme Court on Feb. 3 up- 
held the constitutionality of the 
Fair Labor Standards Act, ruling 
that the law does not deny due 
process of law and does not un- 
constitutionally delegate legisla- 
tive power. 

The opinion, read by Associate 
Justice Harlan F. Stone, over- 
ruled a Supreme Court decision 
of 22 years ago, when the court 
declared the Child Labor Act un- 
constitutional. Col. Philip B. 
Fleming, wage-hour administra- 
tor, who said the decision puts a 
stamp of approval on a national 
wage increase amounting to more 
than $100,000,000, went ahead 
with plans to “appoint industry 
committees to investigate condi- 
tions and recommend wage mini- 
mums as fast as possible for the 
remaining low wage industries.” 

The decision, which also up- 
held Congressional power to re- 
quire employers to keep records 
of wages and hours, said that 
“the power of Congress over in- 
terstate commerce is not confined 
to the regulation of commerce 
among the states,” but extends to 
“those activities intrastate which 
so affect it as to make regulation 
of them appropriate means to the 
attainment of a legitimate end, 
the exercise of the granted power 
of Congress to regulate inter- 
state commerce.” 


The wage-hour law prohibits | 


the shipment in interstate com- 
merce of any goods produced by 
employees who are employed in 
violation of the minimum wage 
and maximum hours provisions 
of the Act. One of the constitu- 
tional objections raised to the 
NRA by the Supreme Court was 
the lack of ‘standards by which 
an administrator could prescribe 
maximum hours and minimum 
wage. The wage-hour law, whose 
constitutionality has just been 
upheld, sought to overcome these 
objections by prescribing definite 
standards. 

It has as its ultimate objective 
a 40-cent hour and a 40-hour 
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week. The maximum work week 
at present has been reached but 
the ultimate wage minimum will 
not be reached until 1943. Ex- 
cept in the few industries where 
industry committees have recom- 
mended higher minimum wages, 
the law prescribes a wage mini- 
mum of 30 cents an hour for the 
present. 

Because Congress adopted the 
policy of excluding from inter- 
state commerce all goods pro- 
duced by the commerce which 
do not conform to the specified 





labor standards, the Supreme 
Court said it may choose “the 
means reasonably adopted to the 
attainment of the permitted end 
even though they involve control 
of intrastate activities.” There 
was no dissenting opinion. 

The cases involved the F. W. 
Darby Lumber Co., of Statesboro, 
Ga., and a group of Southern 
cotton mills which had challenged 
the wage-hour law as an uncon- 
stitutional attempt to invade the 


province of the states and to | 


control production. 


MILCOR APPOINTS WOLLAEGER 
ASST. GEN. SALES MANAGER 


C. G. Wollaeger has been ap- 
pointed to the position of as- 
sistant general sales manager of 
Milcor Steel Co., Milwaukee, 
Wis. The company manufactures 
sheet metal and fireproof building 
materials. 

Mr. Wollaeger has been as- 
sistant manager of the Milcor 
fireproof and specialties division 
since 1934, devoting himself 
largely to the development of the 
metal trim line. He has been 
with Milcor for 14 years. From 
1929 to 1934 he traveled eastern 
Wisconsin for Milcor as a sales- 
man in fireproof products and 
specialties. 

W. G. Baum, who has been 
handling fireproof sales for Mil- 





Cc. G. WOLLAEGER 





cor in the Chicago area, has been 
designated to take Mr. Wollae- 
ger’s place in the fireproof and 
specialties division. He brings 
the benefit of 15 years’ experience 
in sheet metal and _ fireproof 
building products to the position. 

Milcor’s Springfield, Ill., sales- 
man, Paul Dunn, will be trans- 
ferred to Chicago, where he will 
take over the fireproof sales work 
formerly handled by W. G. Baum. 


DEVILBISS CO. OPENS 
CHICAGO BRANCH 


A new sales and _ service 
branch, was opened recently in 
Chicago by the DeVilbiss Co., 
Toledo, Ohio, manufacturer of 
spray painting equipment, ex- 
haust systems, air compressors 
and hose. Located at 1280 West 
Washington Boulevard, the 
branch is housed in a new build- 
ing owned by DeVilbiss. 

The building features a spa- 
cious display room of sufficient 
size to permit the display of the 


| full line of industrial and service 
| products made by the company. 


In one large department there 
are installed, ready for operation. 
a number of the company’s stand- 
ardized automatic spray coating 
and spray finishing machines. 
Complete, modern facilities for 
the servicing of equipment, a 
feature provided by DeVilbiss in 
all of its branches, are also in- 
cluded in the new quarters. 








R. H. ALEXANDER 


R. H. ALEXANDER LEAVES 
GENERAL SHAVER DIV. 


R. H. Alexander, sales man 
ager of the General Shaver Divi- 
sion of Remington Rand, Inc., 
Bridgeport, Conn., has announced 
his resignation from that com- 
pany, with which he has been 
associated for three years. Mr. 
Alexander has been actively en- 
gaged in the sales and merchan- 
dising of electric shavers for the 
past six years. Following a short 
vacation, Mr. Alexander intends 
to establish his own business to 
distribute several specialty items 
to the Trade on a national basis. 





MOORE ENAMELING NAMES 
CANADIAN REPRESENTATIVE 


The Moore Enameling and 
Manufacturing Co., West La- 
fayette, Ohio, has announced the 
appointment of Taylor, Law & 
Cartwright, Ltd., 64 Wellington 
St., West, Toronto, Ontario, Can- 
ada, as sole representatives for 
Canada and Newfoundland. 


H. O. BATES INCORPORATES 
UNDER NEW FIRM NAME 


The firm of H. O. Bates, 251- 
257 N. Broad St., Elizabeth, N. J., 
manufacturer of marking devices, 
has been incorporated as The 
Acromark Corp. Officers are: 
president, H. O. Bates; vice-pres- 
ident, J. L. Golomb; treasurer, 
A. D. Bates, and secretary, S. R. 





Rosenberg. 


73 














































































W. GIBSON CAREY, JR., YALE & TOWNE HEAD, | 
RECEIVES HARDWARE INDUSTRY AWARD 
| 


1798; E. E. Chandlee, president, 


At the 55th annual banquet of 
the Hardware Merchants’ and 
Manufacturers’ Association of 
Philadelphia, held at the Penn 





W. GIBSON CAREY, JR. 


Athletic Club, January 30, W. 
Gibson Carey, Jr., president of 
The Yale & Towne Mfg. Co., 
Stamford, Conn., received the 
gold medal and scroll which is 
awarded annually to the out- 
standing individual of the year 
connected with the hardware in- 
dustry. 

The award was made by Wm. 


OF 





MEMBER 
CENTURY CLUB 
THE 
HARDWARE MERGHANTS AND 
MANUFACTURERS ASSOCIA 
DOF PHILADELPHIA 
PRESENTED TI 
SHIELDS & BROTHER 
FOUNDED 1840 





Geo. Steltz, president, Supplee- | 
Biddle Hdwe. Co., Philadelphia, 
as chairman of the Jury of 
Award, which included besides 
Mr. Steltz, Fayette R. Plumb and 
S. Horace Disston. Charles F. 
Griffith, Griffith Tool Works, act- 
ed as toastmaster. 

Plaques were also presented to 
members of the newly organized | 
Century Club. First recipients of | 
the plaques were: George K. 
Goodwin, Wm. Rose & Bros., 


Sharon Hill, Pa. founded in 


OFFICERS ELECTED FOR 
COLUMBIAN ROPE CO. 


At the recent election of off- | 
cers of the Columbian Rope Co., | 
Auburn, N. Y., the following offi- | 
cers were elected for the ensuing | 
year: chairman of the board, Ed- 
win F. Metcalf; vice-chairman of 
the board, Harold G. Metcalf; 
president, Stanley W. Metcalf; | 
vice-president in charge of manu- | 
facturing, J. B. Reber; vice-presi- 
dent in charge of sales, S. G. 
Russell; vice-president and comp- 
troller, R. L. Morris; secretary, 
F. M. Everett; treasurer, F. J. 
Lesch; assistant secretary and 
general sales manager, Edwin R. 








One of the plaques presented to first members of the newly 
formed Century Club of the Hardware Merchants’ & Manufac- 
turers’ Association of Philadelphia. 
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Edw. K. Tryon Co., Philadelphia, 
Pa., founded in 1811; Paul E. 
Heller, president, Heller Brothers 
Co., Newark, N. J., founded in 
1836; Wm. Geo. Steltz, president, 
Supplee-Biddle Hdwe. Co., Phila- 
delphia, Pa., founded in 1837; S. 
Horace Disston, president, Henry 
Disston & Sons, Inc., Philadel- 


phia, Pa., founded in 1840, and | 
Charles F. Griffith, Shields & | 


Brother, Philadelphia, Pa., found- 
ed in 1840. 


Metcalf, and assistant treasurer, 


| Frank R. Metcalf. 


While this effects some changes 
in the organization and lessens 
the activities of Harold G. Met- 
calf and F. M. Everett, it is not 


curtailing their interest in the | 


company. Together with Edwin 
F. and Stanley W. Metcalf, they 
are constituting an advisory com- 


| mittee, available for consultation 


at all times on the affairs of the 
company. 
“HOTPOINT” PRODUCES 
NEW SOUND PICTURE 
A new sound motion picture 
entitled “And the Pursuit of 


Happiness” has been produced | 


by the Edison General Electric 
Appliance Co., Chicago, IIl., to 


benefit in 1941 from their motion 
picture advertising programs. 
This picture tells the story of 
woman’s “pursuit of happiness” 


search and engineering in free- 


invisible chains of drudgery. 
“And the Pursuit of Happiness” 
is 30 minutes in length and avail- 
able in 16 and 35 mm. sizes. 
“Hotpoint” retailers are planning 
to use it in combination with 
“Blame It on Love,” the popular 
Hotpoint film introduced last 
year. Together, they provide a 
complete entertainment program. 


J. R. CLARK CO. OPENS 

PACIFIC COAST OFFICE 

The Bi R. Clark Co. of Minne- 
apolis, Minn., has opened a sales 
office and warehouse at 300 Sante 
Fe Ave., Los Angeles, under the 


BROOKLYN ELECTRICAL 
DEALERS ELECT 


At the regular monthly meeting 
of the Electrical Appliance Deal- 
ers’ Association of Brooklyn, Inc., 
held at association headquarters, 
1271 Bedford Avenue, Brooklyn, 





HERMAN BERRY 


on January 22, the following 
officers were elected to serve for 
the year 1941: Herman Berry of 
Ace Electric Appliance Co., 16 
Lafayette Ave., Brooklyn, was 
elected president; Stanley F. 
Woznicki of Public Radio & Elec- 
tric Appliance Co., 579 Fifth 
Ave., Brooklyn, was elected first 
vice-president; George Bloom of 
Allservice Appliance Co., 8419 
Fifth Ave., Brooklyn, was elected 


| secretary; A. H. Grafenstadt of 
help “Hotpoint” retailers get full | 


the firm A. H. Grafenstadt, 495 
Myrtle Ave., Brooklyn, was re- 
elected treasurer, and Sam Klein, 
of Klein Bros., 698 Nostrand 


| Ave., Brooklyn, was re-elected 
in her daily tasks. It unfolds in | 
sequences the role played by re- | 


sergeant-at-arms. 
A Planning Committee was ap- 


| pointed to formulate plans to 
ing “Mrs. Homemaker” from the 


name of The J. R. Clark Co. of | 


California, where their lines of 
woodenware and ladders will be 
stocked. George J. Larson is 
president of the new company, 
whose sales territory comprises 
the eleven western states. 


help correct the conditions which 
exist in the electrical industry 
and will concentrate its efforts 
in a fight against the discount 
houses. 


WARNECKE IN MIDWEST 
FOR LAMSON & GOODNOW 


F. E. Warnecke has been ap- 
pointed regional manager in the 
midwest territory for the Lamson 
& Goodnow Mfg. Co., Shelburne 
Falls, Mass. He will make his 
headquarters at the company’s 
Chicago office, 10 S. Wabash Ave. 
Mr. Warnecke, who is also asso- 
ciated with the Bechard Mfg. 
Co., has been with Lamson & 
Goodnow for two years and now 
as midwestern manager will cover 
a territory that includes Chicago, 
the states of Illinois and Wiscon- 
sin and all territory west to but 
not including the Pacific Coast, 
not Utah or the southern states. 
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Officials of the Frankfurth Hardware Co., Milwaukee, Wis., exam- 

ine old-time hardware and tool items displayed in the “Parade of 

Progress,” an interesting feature of the firm’s 80th Anniversary 

celebration. Left to right: Fred Hayden, sales manager; William | 

Frankfurth, president; Oscar Foerster, vice-president; Harold 

Ww’. Hirth, merchandise manager; and Edward Korneli, credit 
manager. 


FRANKFURTH HDWE. CELEBRATES 80TH 


ANNIVERSARY WITH “PARADE OF PROGRESS” | 


Hundreds of customers and | 
friends of the Frankfurth Hard- | 
ware Co., Milwaukee, Wis., vis- | 
ited the warehouse and display | 
rooms during the four days, Feb. 
4 to 7, 1941, to take part in the 
80th anniversary celebration held 
at that time and to extend con- | 
gratulations and best wishes to 
the officials for the continued suc- 
cess of the organization. 

The business which has had | 
an interesting and successful life, | 
was established in 1861 by Wil-| 
liam Frankfurth, grandfather of | 
the William Frankfurth now pres- 
ident of the company. Mr. | 
Frankfurth became head of the | 
firm in 1933 and since that time | 
bas brought about many changes | 
in operating policies that have | 
proved most beneficial to custom- 
ers. 

Officials and employees of the 
organization acted as hosts dur- | 


ing the celebration and after 
placing a large anniversary but- 
each person calling, 
proceeded to show them around 
the large exhibit area, model 
store, and “Parade of Progress.” 

The “Parade of Progress’ dis- 
play was one of the features of 
the event and attracted an un- 
usually large amount of attention. 
Here were shown literally scores 
of old tool and hardware items 
in general use 50 and 100 years 
ago. Some of the most interest- 
ing items were a high wheeled 


ton upon 


bike whose wheel measured 54 | 


inches across, a flail used in 
threshing grain, charcoal irons, 
hand made buck saws, wooden 
frame bicycles, and many others. 

Another feature that attracted 
much dealer attention was the 
anniversary merchandise specials 


| offered by the company during 


the four days. 


California Builders’ Hardware 
Association Elects Officers 


The following officers have 
been elected to serve for the com- 
ing year for the Builders’ Hard- 
ware Association of California: 
president, Hal Roach, Glendale | 
Hardware Co., Glendale; secre- 


tary, Frank Seabott, Seabott 
Hardware Co., Los Angeles; 
treasurer, Archie MacKeller, 


Harvard Hardware and Paint Co., 
Los Angeles; directors, the fore- 
going officers plus past-presidents, 
James C. McAleer, Builders 
Hardware Supply Co., Los An- | 
geles; Byron Kayser, West & | 
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Co., Pasadena, and Harold 
Huckey, Van Nuys Hardware, 
Van Nuys. 

A new publication, operated 
and controlled by the association, 
will make its appearance on 
March 1. It will be known as 
the Master Key and will be dis- 
tributed free of charge to the 
better grade builders, contractors 
and architects in the state. The 
main object of the book will be 
to educate contractors, builders 
and architects in the finer points 
of building hardware. 











LITY ara GLANCE — 


NATIONAL Screen Doors have rounded edges; 
smooth, drum-tight wire cloth construction; and 
other outward signs of the extra quality and 
superior workmanship in these handsome, sturdy 
products . . . and, because there’s no extra cost, 
they give EXTRA VALUE .. . bring extra sales 
for you! Send for new 1941 illustrated catalog. 








ASK YOUR JOBBER about the complete line of these 
value plus screen doors, window screens and ventilators. 
A wide variety of styles and quick deliveries. 


National 
SCREEN DOORS f WINDOW SCREENS 
,\\\VENTILATORS 







er 


— 


Naticnal Screen CG. 









NATIONALSCREEN Co., INC., Suffo! 
catalog show- 
Screen Doors, 


Ik, Va. 


a copy of your 1941 
line of National 
nd Ventilators. 


Please send us 
ing the complete 
Window Screens 
Name 
Address 


City 


State 


NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
PETERSON & LOWE 

22 Light St., Baltimore, Md. 
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TUCKER DUCK AND 


EYE APPEAL SELLS WOMEN— 


\ \ 
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Beauty, style, comfort and 
price all combine to make the 
Peerless line a popu- 
lar one with women. 
Hard wood is used 
and corners are well 
finished, smooth and 
round. 


A variety 
of colors 
and de- 
signs in 
both the 
No. 35 
(right) 
and No. 
90 (left). 








Tucker’s folding furniture is made of hard wood that can 
take the knocks. Strong and sturdy, sold on a satisfac- 
tion guaranteed basis. The popularity of these chairs 
makes plural sales the regular thing. The House of Tucker 
has been supplying these Ace chairs for over 26 years. 
Cash in on the extra sales of this season. 


TUCKER’S 
PEERLESS 


COTS 


Accepted by the U. S. Navy. Most comfortable, durable, 
and strongest cot on the market. 





WRITE FOR 1941 CATALOG 









H. N. “HERB” BROWN APPOINTED MGR. 
RUBBER COMPANY | HIBBARD’S DEALERS’ SERVICE BUREAU 


Hibbard, Spencer, Bartlett & 
Company, Chicago, Ill., has an- 
nounced the appointment of H. 
N. “Herb” Brown as manager of 
its Dealers’ Service Bureau. He 
succeeds the late J. B. Morrison. 

Mr. Brown has had years of 
experience in dealers’ service 
work. He spent 11 years with 
the Hall Hardware Company, 
Minneapolis, Minn., and prior to 
that was with the Robeson Roch- 
ester Corporation, Rochester, 
N. Y. 

His early training in the whole- 
sale hardware business was with 
Janney, Semple, Hill & Com- 
pany, also of Minneapolis. 








H. N. BROWN 











SEEKS LINES FOR 
PUERTO RICO 


R. A. Sierra, P. O. Box 1216 
San Juan, P. R., manufacturers’ 
representative, is seeking addi- 
tional lines to represent in his 
territory which includes Puerto 
Rico, Virgin Islands, Santo Do- 
mingo, Haiti, Aruba, Curacao, 
and Venezuela. Mr. Sierra is in- 
terested in representing manu- 
facturers of glass, electrical 
supplies of all kinds, tools for 
repair shops, bolts and nuts, lock 
washers and cotter pins, and 
wood screws. 

UNIVERSAL APPOINTS 
NEW DISTRIBUTORS 


Landers, Frary & Clark, New 
Britain, Conn., manufacturer of 
“Universal” electric appliances 
announce appointment of the fol- 
lowing new distributors: 

Major Appliances, Inc., Miami, 
Fla., with branch offices in Tam- 
pa, Orlando, and Jacksonville as 
distributors of Universal Ranges, 
Water Heaters, and Vacuum 
Cleaners; Graybar Electric Com- 
pany, Inc., Rochester, N. Y., dis- 
tributor of ranges and water 
heaters; Beardsley & McMullen 
Co., Sioux City, Iowa, distribu- 
tor of vacuum cleaners and home 
laundry equipment; Ogilvie 
Hardware Co., Shreveport, La., 
distributor of vacuum cleaners; 
Artophone Corp., St. Louis, Mo., 
distributor of cylinder type vac- 
uum cleaners; Buhl & Company, 
Grand Rapids, Mich., distributor 
of home laundry equipment in 
the Grand Rapids area; Schoell- 
kopf Co., Dallas, Tex., distribu- 
tor of home laundry equipment; 
Morley-Murphy Co., Green Bay 
and Milwaukee, Wis., distributor 
of home laundry equipment; 
Electrical Equipment Co., Phoe- 
nix and Tuscon, Ariz., distribu- 
tor of home laundry equipment; 





555 Inc., Little Rock, Ark., dis- 
tributor of home laundry equip- 
ment; Graybar Electric Co., Inc., 
Richmond and Roanoke, Va., and 
Durham and Asheville, N. C., as 
distributor of ranges, water heat- 
ers, and home laundry equip- 
ment; Graybar Electric Co., Inc., 
Boston, Worcester, and Spring- 
field, Mass., and Portland, Me., 
and Manchester, N. H., distribu- 
tors of ranges, water heaters, and 
home laundry equipment; Gray- 
bar Electric Co., Inc., Providence, 
R. IL. exclusive distributor of 
“Roto-Verso” washers in the 
Rhode Island area. 

Meetings are now being con- 
ducted with these distributors on 
the new Universal merchandise. 


IRVING S. KEMP CO. 
IN NEW QUARTERS 


Irving S. Kemp Co., manufac- 
turers’ representative, has moved 
to new quarters at 218-230 N. 
Jefferson St., Chicago, Ill. The 
company was formerly located at 
4139 W. Kinzie St. The new 
quarters provide 4,000 sq. ft. for 
office and display space. Robert 
B. Kemp, son of Irving S. Kemp, 
has become associated with his 
father’s firm, which has five other 
salesmen and covers a territory 
from Michigan and Indiana south 
to Louisville, Ky., and west 
through Missouri to Kansas and 
north to the Dakotas. 

Companies represented include 
the Bridgeport Hdwe. Mfg. Corp., 
Bridgeport, Conn.; Griffith Tool 
Works, Philadelphia, Pa.; Mann 
Edge Tool Co., Lewiston, Pa.; 
Bruner-Ivory Handle Co., Hope, 
Ark.; H. L. Brown Fence & Mfg. 
Co., Cincinnati, Ohio; Hanover 
Wire Cloth Co., Hanover, Pa.; 
Boice-Crane Co., Toledo, Ohio, 
and the Okonite Co., Passaic, 
N. J. 
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CENTRAL STATES HDWE. 
CLUB TO HOLD MONTHLY 
LUNCHEON, MARCH 1 
The Central States Hardware 
Club will hold its first monthly 
luncheon, March 1 at the La- 
Salle Hotel, Chicago, Ill. The 
club plans a complete program 
of these monthly luncheons to be 
held throughout the year on the 

first Saturday of each month. 





TRAVELIERS CLUB ELECTS 
1941 NEW OFFICERS 


At a recent meeting of the 
Southeastern Traveliers Club, 
organization of manufacturers’ 
salesmen calling on the hard- 
ware and mill supply trade, new 
officers were elected to serve the 
club in 1941, as follows: presi- 
dent, H. E. Newell, The L. S. 
Starrett Co.; vice president, 
George Stanley, Fayette R. Plumb 





Co.; treasurer, Harris B. Car- 
lock, Beaver Pipe Tools; Secre- 
tary, John M. Goodwin, Southern 
Hardware. 

J. T. Cobb, of The H. B. Sher- 
man Mfg. Co., and Harry Olson, 
Oliver Iron & Steel Corp., are 
retiring as president and vice 
president, respectively. 

The new officers, plus E. L. 
Hornibrook, G. F. Wright Steel 
& Wire Co., and G. L. McBrien, 
American Can Co., constitute the 
executive committee, 





HOLT-BERNI CO. OPENS 
SEATTLE OFFICE 


The Holt-Berni Co., factory 
representative of Portland, Ore., 
has opened offices in the Termi- 
nal Sales Building, Seattle, to be 
managed by Allen Myers, who 
has traveled the Northwest for 


the company for the past six | 


years. 





SCHNEIDER CELEBRATES 50TH YEAR 
WITH PRITZLAFF HARDWARE 


Henry Schneider, assistant gen- 
eral manager, John Pritzlaff 
Hardware Co., Milwaukee, Wis., 
recently celebrated his 50th year 
with the company and_ was 
awarded the gold service button 
of the organization indicative of 
5O years of service. Six other 
individuals active today in this 


hardware firm wear this distin- | 


guished service button. When 
Mr. Schneider arrived at his desk 
the morning of his anniversary 
he found several large baskets of 
flowers commemorating the occa- 
sion and was besieged with con- 
gratulations from friends in the 
organization as well as from the 
outside all during the day. 

M. Schneider was born in Mil- 
waukee in August, 1873, and be- 
gan work in the Pritzlaff com- 
pany in 189]. His first position 
was that of office boy. From that 
time he has held positions in 





practically every department of 
the business. He was appointed 
to his present position of assis- 
tant general manager in 1918 and 
succeeded Fred F. Luedke, pres- 
ent vice-president, who became 
the general manager. 

When Mr. Schneider began 
work at Pritzlaff’s Milwaukee 
was about one-fourth its present 
size and could boast of nothing 
but dirt streets. City delivery of 
merchandise was handled by two- 
horse teams and wagons. Much 
of the merchandise shipped to 
customers was sent by lake 
steamers which serviced points 
along both sides of the lake 
shores. 

Mr. Schneider has been mar- 
ried 43 years and has five chil- 
dren, two daughters and three 
sons. He has spent his entire life 
in Milwaukee. 





Henry Schneider receives congratulations from Fred F. Luedke, 

vice-president, John Pritzlaff Hdwe. Co., while Edward F. Pritz- 

laff, secretary, looks on. Mr. Schneider, assistant general man- 
ager, celebrated 50 years with the company. 


FEBRUARY 20, 1941 









UNION HARDWARE 


SPECIALS 


for Open House 

















finish 
@ Streamlined toe clamps 
@ Double Ball Bearing Wheels 
@ Sturdy for lasting service 
@ Flexible for easy riding 


MATCHED 
TACKLE SET 
2 RODS-PRICE OF 1 


One 81/4, foot Fly Rod and. one 
5 foot Casting Rod, matched and 
balanced. Made of seamless tubu- 
lar steel. Action of bamboo, 
strength of steel. Extremely light 
weight. Your opportunity to in- 
terest customers in both fly fishing 
and bait casting. 





Order through your jobber. If he 
cannot supply you, we will gladly 
give the name of your nearest dis- 
tributor handling “Open 
House” Specials. 





these 


BEV EE © w 
HARDWARE COMPANY 


TORRINGTON, CONN. 


AMBERS 
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TOY FAIR TO PRESENT SEVEN ACRES 
OF NEW PLAYTHINGS, MARCH 10-29 


The 39th annual American Toy | Christmas tree ornaments, har- 
Fair will preview seven acres of | monicas and a few other special- 


playthings for wholesalers from 
March 10 to March 15, and for 


all classes of buyers from March | American firms. In actual fact 
17 to March 29, New York City. | war blockade conditions have re- 
| quired very little adjustment on 


Five floors of the Hotel McAlpin 
will be occupied by special toy 
displays in addition to the show- 
ings in permanent showrooms at 
200 Fifth Avenue, 1107 Broad- 
way, etc. More than 3000 buyers 





ties previously imported are be- 
ing successfully manufactured by 


| the part of the American toy in- 
| dustry. For more than a genera- 

tion The American Toy Fair has 
| set world styles in playthings and 
| virtually every improvement and 


from every state in the Union are | invention in the toy field has 

planning to attend. | been the product of American in- 
“Not a single juvenile play | genuity and labor.” 

favorite will be missing because The 1941 toy showings will fea- 


of war conditions,” said Horatio | 
D. Clark, manager of The Amer- 
ican Toy Fair which will premier 
more than 100,000 playthings. 
“Contracts for larger exhibit 
space indicate an increased vari- 
ety in new toys. Advance reports | 
show increased emphasis on qual- 

ity lines. More than 400 manu- | 
facturers will exhibit complete | 
fall and Christmas items. Even 


HARDWARE EXPORTS GAIN | 
27 PER CENT IN 1940 
(Washington Bureau 

of HARDWARE AGE) 

Exports of hardware and al- 
lied lines during December, 1940, 
valued at $5,468,535, represented 
a 2 per cent decrease from No- 
vember and a 7 per cent increase 
over December, 1939. According 
to the specialties division of the 
Department of Commerce, ex- 
ports of the various groups show 
that shipments of 5 of the 11 | 
groups decreased by these ra- | 
tios: 

Lamps and lanterns, 36 per | 
cent to $108,426; scales and bal- 
ances, 26 per cent to $74,243; 
plumbers’ goods, 12 per cent to | 
$385,285; abrasives, 6 per cent | 
to $694,754, and cutlery, 2 per 
cent. Exports of chains, more 
than doubled, were valued at 
$446,344 in December, 1940. 
Other groups registering in- 
creases included tin cans, up 19 
per cent; household cooking 
utensils up 17 per cent; hand 
tools up 13 per cent; builders’ 
and general hardware up 10 per 
cent, and cooking and heating 
equipment up 3 per cent. 

Exports of all hardware groups 
totaled $57,936,546 in 1940, an 
increase of 27 per cent over the 
1939 total. The value of 1940 
exports of scales and balances 
declined 5 per cent to $1,076,217. 
However, this was the least im- 
portant—on a dollar value basis 
—of the 11 hardware groups. All 
other groups registered increases. 
The largest ratio of increase was 
the 144 per cent gain in exports 
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| creases were recorded for house- 


ture reproductions of the Amer- 
ican way of life, almost every 
phase of art, industry, building, 
science, transportation, fashion 
and homemaking will be repro- 
duced in purposeful miniatures. 
Special emphasis has been placed 
on scientific testing of new toy 
offerings by children to deter- 
mine age interest, fun value and 
safety. 


of chains. Other substantial in- 


hold cooking utensils up 68 per 
cent; cutlery up 43 per cent; 
plumbers’ goods up 32 per cent; 
builders’ and general hardware 
up 31 per cent; and hand tools 
18,815,264 in 1940, a 26 per cent 


increase, 


NEW YORK TO HAVE HOME 
MODERNIZATION SHOW 


A “Modernizing the Home Ex- 
position” has been announced 
tor the period April 21 to 27, 
1941, at Grand Central Palace, 
New York City. Here, under 
one roof, will be displayed a 
wealth of artistic creativeness 
and scientific improvements in 
this field. Homemakers will 
have the opportunity to see new 
fabrics, new ideas in furniture, 
furnishings, accessories, etc.; also 
opportunity to see demonstrated 
the latest time-and labor-saving 
devices for the home, and how 
to apply them. 

The scope of the enterprise is 
sufficiently broad to assure a 
large list of high-grade exhibitors. 
A wide range of products will 
be offered, including not only 
the staple, time-honored lines of 
housefurnishings and appliances, 
but also air-conditioning, recrea- 
tion room equipment, homework- 
shop equipment, new ideas in 
ventilating, modern lighting, 
heating apparatus, alloys and 
synthetic products used in mod- 
ern home construction, building 


and hundreds of other new | 


things. | 


Inquiries regarding exhibition 
space may be addressed to the 
Exposition Management Corpora- 
tion, Grand Central Palace, New 


KEISER MFG. OBSERVES 
50TH ANNIVERSARY 


The Keiser Mfg. Co., Reading, 
Pa., this year is celebrating the 
50th anniversary of manufactur- 
ing grass, sheep, hedge, and sim- 
ilar type shear. To mark the an- | 
niversary, Mr. Keiser last spring | 
perfected and put on the market | 
the “Miracle” grass shear. 





D. E. SANFORD CO. IN 
NEW BUILDING 
The D. E. Sanford Co., manu- 
facturers’ representative with of- 


cisco, Calif.; Seattle, Wash.; 
Portland, Ore., and Honolulu, 
T. H., has moved its Los Angeles 
offices into a newly completed 
building at 1049 S. Hill St. The 
new building has two floors and 
a balcony and gives the firm 12,- 
000 square feet of space. In ad- 
dition to enlarged offices and 
showroom facilities, the move 
enables the company to offer its 
factories shipping and warehous- 
ing service, all under one roof. 


J. S. Engel of San Francisco, 
Calif., has been appointed gen- 
eral sales manager of the General 
Shaver Division of Remington 
Rand, Inc. His headquarters are 
at Bridgeport, Conn. 

Mr. Engel started with Rem- 
ington Typewriter Co., selling 
typewriters in Wilkes-Barre, Pa. 
He was promoted to branch man- 


J. S. Engel, new general sales 





materials, modern wall treatment 








fices in Los Angeles, San Fran- | 


WARNER'S CREDIT UNION 
HOLDS ANNUAL MEETING 


The credit union, composed of 
employees of the Warner Hard- 
ware Co., Minneapolis, Minn., re- 
cently held its annual meeting. 


York, N. Y. | Of 115 employees, 91 are mem- 


bers and 77 were present at the 
| meeting. Following a smorgas- 
| bord supper, the meeting and 
| election of officers was held. 

| Officers elected are: president, 
| George Lawrence; vice-president, 
| Orvel Linde; secretary, James 
| McNulty; treasurer, and Martin 
Olsen, director-at-large. Two new 
members were added to the board 
of directors. Karl Bielenberg, 


| William Gustafson, and Carl 


Simpson, were appointed to the 
credit committee. On the super- 
visory committee are: Myrtle 
Thorndike, Stanley Larson, and 
Harold Johnson. 


REPRESENTS CUMBERLAND 
PLATEAU HANDLE CO. 
IN NEW ENGLAND 


Millard F. Heal, 154 Purchase 
St., Boston, Mass., has been ap- 
pointed New England represen- 
tative of the Cumberland Plateau 
Handle Co., Crossville, Tenn., 
manufacturer of a complete line 
of hickory and oak tool handles. 
Sales are restricted exclusively to 
wholesalers. 








Engel Heads General Shaver Sales 


ager of the Buffalo, N. Y., Type- 
writer Division. While at the 
Buffalo home office, he conducted 
sales schools, introducing new 
salesmen in the Typewriter Divi- 
sion in all major cities of the 
East. At the time the General 
Shaver Division was organized he 
was selected as western sales 
manager, covering 11 western 
states. 








manager of the General Shaver 
Division, Remington Rand, Inc. 
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Summer Housewares Show Goes Again 


To Atlantic City, July 13th-18th 


The annual Housewares Show, 
sponsored by the New York 
Housewares Manufacturers Asso- 
ciation, will again be held in the 
Auditorium at Atlantic City, N. J. 
It will begin on Sunday, July 
13th, and continue through Fri- 
day, July 18th. 

Last year’s show—the first to 
be held at Atlantic City, was a 
record event. There were over 
400 exhibitors, and an all-time 
high attendance of more than 
5,000 buyers. Both exhibitors 
and buyers unanimously approved 
the “open booth” show. 

“Tt was not surprising,” re- 
ported Flo English, executive 
secretary of the association, “that 
many buyers _ enthusiastically 
requested that the 1941 show 





80TH ANNIVERSARY OF 
WOODWARD HARDWARE 


The Woodward Hardware Co., 
1015 Ohio St., Cairo, Ill., one of 
the oldest firms in that city, cele- 
brated its 80th business anniver- 
sary at a recent banquet. Thirty 
employees of the company and 
guests were present. Glen W. 
Kirkbride, president and man- 
ager, distributed bonus checks 
and addressed the gathering. 
Howard Kirkbride, son of the 
president, reviewed the history of 
the firm which was founded in 
1861. 

The company, founded by 
C. R. Woodward, helped build 
gun boats and supplied much 
equipment for the Civil War. It 
was incorporated in 1899 and in 
1902 was reorganized with Mr. 
Woodward disposing of the busi- 
ness to W. J. Johnson who be- 
came its president. Mr. Johnson 
passed away in 1925 and in 1928, 
Mr. Kirkbride became president. 





DEALERS ASKED TO SHUN 
“SCARE” ADVERTISING 
(Washington Bureau 
of HARDWARE AGE) 

Following a meeting on Feb. 5 
between representatives of the 
Retailers’ Advisory Committee 
and the consumers division of 
the National Defense Advisory 
Commission, Miss Harriet Elliott, 
head of NDAC’s consumers divi- 
sion, called on retailers to exert 
every effort in discouraging 
“scare advertising,” defined as 
advertising which “tends through 
fear of price increases or short- 
ages to induce the consumer to 
make speculative advance pur- 
chases.” 

Coenferring with Miss Elliott 


on Feb. 5 were Walter Morrow, | 
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again be held at Atlantic City. 
In fact, a number of buyers’ 
clubs passed resolutions calling 
on the association to do so. And 
exhibitors were no less unani- 
mous. 

“The July show is expected to 
bring out the greatest number of 
buyers and exhibitors. And the 
association is making the most 
intensive effort to make this a 
banner show.” 

Mrs. English has announced 
that full data and reservation 
blanks were mailed to all manu- 
facturers on January 25th. Ex- 
hibitors of the 1940 show will re- 
ceive preference as per priority 
established, provided 1941 reser- 
vation and check is paid to the 
association before March 15. 


secretary of the Retailers’ Ad- 
visory Committee, and Kenneth 
Barnard, general manager of the 
Chicago Better Business Bureau. 
Both the committee and Better 
Business Bureaus throughout the 
country have been ‘cooperating 
with the consumer division in 
discouraging speculative buying, 
“scare advertising,” and other 
practices which threaten a spiral- 
ing of prices. Better Business 
Bureaus, which have been exam- 
ining advertising in 60 cities, 
were said by Miss Elliott to be 
extending this work to include 
advertising in surrounding terri- 
tory. 


VALVOLINE CELEBRATES 
75TH ANNIVERSARY 


This year marks the comple- 
tion of 75 years of uninterrupted 
existence for the Valvoline Oil 
Co., Cincinnati, Ohio, maker of 
the first of the Pennsylvania lu- 
bricants, it is announced by G. P. 
Doll, president of Valvoline. 

The parent organization was 
launched in 1866, by Dr. John 
Ellis, a Michigan homeopathic 
physician who became interested 
in Pennsylvania petroleum prod- 
ucts during the Civil War. Dr. 
Ellis organized The Continuous 
Oil Refining Company which 
later changed its name to Leon- 
ard & Ellis and then to Valvoline 
Oil Company to distill and mar- 
ket what was then known as 
“rock oil.” He already had pat- 
ents which made possible for the 
first time the commercial refin- 
ing of steam cylinder lubricants 
and other oils of good quality. 
The company started in a very 
modest way with a tiny ten-barrel 
superheated steam still. 











Streamlined Design 
plus 


Advanced Engineering 


Add up to 
BIGGER PROFITS 
GREATER SALES 


in the new 


Centrifugal Pump 


r & For Shallow Wells 


Take advanced engineering that produces an entirely new type 
of pump—a water system that offers years of trouble-free 
service; take streamlined design that couples modern eye 
appeal with stepped-up operating efficiency... 

Add these two standout features — streamlined design, ad- 
vanced engineering—and results are inevitable: Greater sales! 
Bigger profits! Better satisfied customers! 


Remember, this new F & W Centrifugal Pump System is 
backed by Flint & Walling’s 75 years of experience. Simplic- 
ity has been achieved with elimination of many moving parts. 
No belts, no gears, no pulleys. Close-coupled pump and motor 
units. Streamlining for closer control of water’s velocity and 
direction of flow. 


Write today for details of this new centrifugal pump and 
ae complete F & W line of water systems for deep and shal- 
low wells. 


FLINT & WALLING MFG. CO., INC. 


288 OAK ST., KENDALLVILLE, IND. 


OUR 75TH ANNIVERSARY YEAR 
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FASTEST SELLING 
Big PROFIT ITEM 


Cutt 


PERFECT HOUSEHOLD on, 
GARDEN GLOVE 

The Handiesl Gloue 

Euer Made 









. ‘ROUND 
ONAL 
ERTISING 





The new NoSlip SWAG- 
GERETTES are the first 
choice of women every- 
where. They are so easy to 
slip on or off. And they are 
designed for comfort, too! 
Soft fabric inside; colorful 
rubber outside. Spring de- 
mands will be the heaviest 


Natienal Advertisements 
CREATE DEMAND And 
QUICK SELL-OUTS FOR YOU 


ever. 


Get your share of this profit- 
able business. Display 
SWAGGERETTES promi- 
nently in your windows and 
on your counters. They will 
sell themselves. 


@ Retail Value... . $5.88 
@ Your Cost..... 3.60 


@ Your Profit... . $2.28 


Your favorite jobber can supply 
you. Order today! 





SALES HELPS FREE! 


Packed in attractive 3color counter display box 
Window streamers, consumer folders, advertiring 
cuts, and mats free of charge 





OPEN HOUSE WEEK 
SPECIAL DEAL 


AND FOR THE MEN TOO! Men find hundreds of uses for the 
Handy-Man Glove. Same soit fabric lining. same sturdy rub 


ber outside as Swagq¢ . Order 9 from your 
jobber. Get c special low price on Handy-Man. Your cost 
until April 15 only $3.15. 


Featare Them at Reduced Prices 
For Open House Week 


EDMONT MANUFACTURING CO. 


50i ORANGE STREET 
COSHOCTON, OHIO 


SNAG PROOF © WATER PROOF ® DIRT-PROOF GLOVES “tee 
















With the movement of person- 
nel and equipment now com- 
pleted, Chicago district activities 
of the General Electric Company 
and affiliated companies, formerly 
scattered in nine separate loca- 
tions, are now housed in G.E.’s 
new $1,500,000 building in Chi- 
cago. Occupying an entire city 
block, the structure is seven stor- 
ies high, of modern design, and 
equipped with the latest in light- 
ing and air conditioning. 

Directed from the new regional 
headquarters building are Gen- 
eral Electric’s sales, engineering, 
and servicing operations in 11 


HANDLES SALES PROMOTION 
FOR FORD DISTRIBUTOR 


Philip Handerson has been 
named sales promotion and ad- 
vertising manager of the Fergu- 
son-Sherman Mfg. Corp., Dear- 
born, Mich. In addition to his 
duties as advertising manager, 
Mr. Handerson will be active in 
dealer and distributor contacts, 
with special emphasis being given 
personal dealer aids and adver- 
tising. Ferguson-Sherman is the 
sole distributing organization for 
Ford tractor with Ferguson sys- 
tem farm implements. 


U.S. TOY EXPORTS INCREASE 
WHILE IMPORTS DECREASE 
(Washington Bureau 
of HARDWARE AGE) 

Greater quantities of American 
toys were shipped abroad in 
1940, increasing in value from 
$3,734,403 in 1939 to $3,791,719 
last year, the Department of 
Commerce reports. The depart- 
ments’ specialties division says 
that foreign sales of dolls and 
parts were valued at $300,070, a 
gain of 23 per cent over the pre- 
vious year; children’s wheel 
goods and parts, were up 4 per 
cent to $350,475, and rubber toys 


(Washington Bureau 
of HARDWARE AGB) 


A separate defense housing in- 
surance fund of $10,000,000, a 
$150,000,000 appropriation for di- 
rect federal construction of 
defense dwelling units, and $6,- 
750,000 additional for temporary 
shelter in areas where ordinary 
construction procedure is not fast 
enough will be recommended to 
Congress by Defense Housing 
Coordinator C. F. Palmer. 

Designed to expedite partici- 








pation by private industry in the 








G-E CONSOLIDATES CHICAGO 
ACTIVITIES IN NEW BUILDING 


midwestern states and parts of 
three others, including offices at 
Davenport, Detroit, Kansas City, 
Milwaukee, Minneapolis, Omaha, 
and St. Louis. One-third of the 
building’s 350,000 square feet of 
floor space is allocated to offices, 
the remainder being used for 
warehouse, display, and servicing 
facilities. Occupying the offices 
are sales and engineering divi- 
sions of various General Electric 
departments; Carboloy Co., Inc.; 
and R. Cooper, Jr., Inc. (G-E 
distributor) ; General Electric 
Contracts Corp.; General Electric 
Supply Corp., and Locke Insu- 
lator Co. 


and balls increased 15 per cent 
to $240,986. 

Mechanical toys valued at 
$417,885 declined 20 per cent 
from the 1939 figure. Toys (ex- 
cept mechanical) of metal in- 
creased 3 per cent to $1,053,993; 
those of wood were off 4 per cent 
to $235,532, and all others (ex- 
cept rubber) increased 18 per 
cent to $962,473. Shipments of 
rubber balloons decreased 32 per 
cent to $230,305. 

United States’ imports of toys 
were valued at $1,118,884, or 17 
per cent less than the 1939 total 
of $1,347,904. 


WARNER TEAM PILES UP 
BASKETBALL TRIUMPHS 


Eighteen members of the War- 
ner Hardware Co., Minneapolis, 
Minn., have formed a basketball 
team and entered in the local 
commercial park board league, 
composed of eight teams, mem- 
bers of which must be employed 
by the firms they represent. Of 
four games played to date, the 
Warner Flyers have won all four, 
the last one by a score of 48 to 
19. Sid Thulen is manager and 
individual high scorer is Red 
Burk. 


Funds for Defense Housing Units 
To Be Requested from Congress 


defense housing program, the 
proposal to establish the $10,- 
000,000 insurance fund would be 
used to underwrite $100,000,000 
in mortgages on one to four- 
family dwelling units in defense 
areas. To take the form of an 
amendment to the Federal Hous- 
ing Act, the revision would in- 
sure loans to builders up to 90 
per cent of the FHA’s appraised 
value of the property on dwell- 
ings ranging from $4008 to $10.- 
500 in cost. 
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MANAGES CROSLEY 
RADIO DIVISION 
Appointment of J. H. Rasmus- 
sen as manager of the radio di- 
vision of The Crosley Corp., 





J. H. RASMUSSEN 


Cincinnati, Ohio, has been an- 
nounced by Robert I. Petrie, vice- 
president and general sales man- 
ager. For the past five years, Mr. 
Rasmussen had been assistant 
sales manager of the Zenith Ra- 
dio Corp., Chicago. Previously, 
he had served for four years as 
advertising manager and assistant 
sales manager of the Grunow 
Corp., later the General House- 
hold Utilities Company, of Chi- 
cago. He also had spent eight 
years with the Sterling Radio 
Co., Kansas City, Mo., as man- 
ager of that company’s branches 
at Omaha and Wichita, Kan. 


SIMPLIFIED PRACTICE 
FLASHLIGHT CASES 


The Standing Committee in 
charge of Simplified Practice 
Recommendation R68-33, Metal 
and Fiber Flashlight Cases, has 
approved a revision of the recom- 
mendation, and the Division of 





Simplified Practice of the Nation- 
al Bureau of Standards has 
mailed copies to all interests for 
consideration and approval. 

In the proposed revision now 
before all interests, the scope of 
the program is amplified to in- 
clude prefocused flashlights, the 
latest development in the indus- 
try. The recommendation covers 
standard types and styles, with 
number and size of cells, for 
focusing, nonfocusing, and pre- 
focused flashlights. 

Upon approval of manufac- 
turers, distributors, users, and 
other interests, the revised recom- 
mendation will remain in effect 
until it is again revised by the 
standing committee of the in- 
dustry. 

Mimeographed copies of the 
proposed revision may be ob- 
tained without charge from the 
Division of Simplified Practice, 
National Bureau of Standards, 
Washington, D. C. 


FREYDBERG BROS. MOVES 
NEW YORK OFFICE 


Freydburg Bros., Inc., Stam- 
ford, Conn., has moved its New 
York City office to 212 Fifth Ave. 


WOOD TURNERS SERVICE 
BUREAU ELECTS 
At the annual meeting of the 
National Wood Turners Service 
Bureau in Boston, Mass., the fol- 
lowing officers were reelected for 


-1941: president, Roy F. Cooke, 


R. F. Cooke Mfg. Co., Orange, 
Mass.; vice-president, Dean Mor- 
rison; executive secretary, S. E. 
Swanson with offices in Boston. 
Chosen for the board of directors 
were: R. E. Collet, C. F. Cum- 
mings, W. H. Durant, Mark Har- 
ned, J. E. Henretta, Jr., F. R. 
Mooney, D. H. Tebbets, R. B. 
Walker, and H. S. Wing. 





MINERAL WOOL SALES SHOW INCREASE 
ASSOCIATION ELECTS NEW OFFICERS 


Mineral wool sales for the 
third quarter of 1940 registered a 
35 per cent gain in dollar volume 
over the same period of 1939, ac- 
cording to figures announced by 
Wharton Clay, secretary of Na- 
tional Mineral Wool Association, 
1270 Sixth Ave., New York City, 
at the association’s annual Janu- 
ary convention held in Cleveland, 
Ohio. For the first three quarters 
of 1940 the gain over 1939 was 
32 per cent, a considerable part 
of the increase being due to wide 
use of mineral wool in govern- 
ment sponsored housing projects 
and structures erected in con- 
nection with national defense 
preparations. 
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Officers of the association, 
elected for the coming year are 
president, M. L. Kuykendall, In- 
sulating Industries, Inc., Detroit; 
vice-president, E. R. Stevens, 
Baldwin Hill Co., Trenton, N. J.; 
treasurer, E. I. Williams, River- 
ton Lime & Stone Co., Riverton, 
Va. The new board of directors 
consists of president Kuykendall, 
treasurer Williams, J. R. Adding- 
ton, American Rock Wool Co., 
Chicago! L. M. Cassidy, Johns- 
Manville Co., New York; E. E. 
Wood, Jr., Thermynsul Co., Kala- 
mazoo, Mich.; Alan Hughes, 
U. S. Gypsum Co., Chicago; and 
G. E. Lortz, The Carey Co., 
Lockland, Ohio. 





GEYER 
GARDEN TOOLS 




















NI 
Increase Your SALES 


This display stand deserves a place in your 
store. It displays 12 Geyer Farm and Garden 
Tools so prominently that customers cannot 
help noticing them. 

And when tool users take the tools out and feel 
their perfect balance and smooth finish they want 
them. Dealers know that Geyer quality puts sales 
appeal into every tool. A complete line, also 
Garden Cultivators and Seeders for every require- 
ment, with modern attachments for every kind of 
work. Made by experts who understand what 
farmers need. Increase your 1941 tool sales with 
this unusual display. 


Send for 
Catalog of 
Complete 
% Line—then 
Pp af 
ccc ask your i 
Jobber to no. #0 — High 
No. 610S — Single W heel Cultivator 
Low Wheel Garden 














supply you. with sturdy Oak 

















Cultivator. Handles. 
GEYER MFG. CO. 
ROCK FALLS ILLINOIS 
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AHIT | 


AT THE CHICAGO AND NEW 
YORK HOUSEWARES SHOWS! 

















































A HOT 


HAMPER GROUP... FOR 
BIGGER PROFITS IN 1941 


WHITNEY 
HAMPERS 


In a line that has attracted so much attention 
since it was first shown at Chicago and New 
York last month, the “1600 group” (two of 
which are shown above) is outstanding. You 
and your customers will like these grooved 
fibre, Rippleloid pyroxylin-top hampers—and 
you'll find them profitable numbers to pro- 
mote. See Your Jobber! Or write direct to 
the factory. 


F. A. WHITNEY 


CARRIAGE COMPANY 


Leominster, Mass. @ One Park Ave., N. Y. 
San Francisco ¢ 666 Lake Shore Drive, Chicago 








Hamper Division—1166 Broadway, N. Y. 









SIMPLIFIED PRACTICE 
ABRASIVE GRAIN SIZES 


Printed copies of Simplified 
Practice Recommendations R118- 
40, Abrasive Grain Sizes, are now 
available, according to an an- 
nouncement of the Division of 
Simplified Practice, National Bu- 
reau of Standards. This recom- 
mendation covers a_ simplified 
schedule of grain sizes for alumi- 
num oxide and silicon carbide 
abrasives for polishing uses and 
for grinding wheel manufacture. 

The current edition carries the 
origina] simplified list of grain 
sizes, but substitutes the recently 
approved United States Standard 
Fine Sieve Series for a similar 
reference table appearing in 
R118-36, the previous edition. 
The new table states the wire 
diameters in terms of minima 
and maxima in slightly different 
ranges from those provided by 
the percentage tolerances form- 
erly allowed, and somewhat re- 
vises the permissible variation in 
maximum openings. 

Copies of this recommendation, 
which is effective from August 
15, 1940, may be obtained from 
the Superintendent of Documents, 
Government Printing Office, 
Washington, D. C., for 5 cents 
each. 


PHILIPPINE SALES GUIDE 
NOW AVAILABLE 


The first edition of the Market 
Guide for the Philippine Islands 
is announced by American For- 
eign Credit Underwriters Corpo- 
ration, 84 William St., New York 
City. This Market Guide lists 
more than 1500 leading active 
business firms (merchants, dis- 
tributors, manufacturers, sales 
representatives, etc.), handling 
and interested in American prod- 
ucts. Full firm names and ad- 
dresses, with complete lines of 
business are given, and against 
each listing appears a credit and 
a capital rating. A trade classi- 
fier simplifies selection of pros- 





pects. In addition to the regular 
listings, a special Trade List sec- 
tion alphabetically lists more 
than 500 Philippine newspapers 
and periodicals, mining compa- 
nies, sugar mills and refineries, 
and sawmills. A market survey 
of the Philippines from the U. S. 
exporter’s viewpoint precedes the 
listings. The Market Guide for 
the Philippine Islands is avail- 
able from the publisher on an 
annual subscription basis; sub- 
scription fee $15. 


PRINTERS’ FILES OPEN 
TO HARDWARE TRADE 


Successful promotion, advertis- 
ing, and servicing ideas have 
been made available to the hard- 
ware, metal and allied trades by 
the New York Employing Print- 
ers Association, 461 Eighth Ave., 
New York City, which has an- 
nounced that its Printing Con- 
sulting Service files, hitherto 
available only to association 
members, may now be consulted 
by hardware manufacturing and 
retailing executives and printing 
buyers. The Association files, 
said to be the most comprehensive 
collection of commercial printing 
pieces available, contain hundreds 
of examples of successful print- 
ing jobs done for the hardware 
trade gathered from all parts of 
the country. Included is a large 
assortment of catalogs, folders, 
booklets, and office forms. 

The hardware trade is one of 
the more than 100 industries 
represented in the collection, 
which comprises more than 15,- 
000 pieces, carefully cataloged by 
industry and format. 


BETTER HOUSEWARE CO. 
IN NEW OFFICE 


Better Houseware Co., formerly 
at 1183 University Ave., New 
York City, has taken a larger 
office and showroom at 7 W. 22nd 
St., New York City. 


STOLEN MONEY ORDERS—WATCH FOR THEM! 


Retail hardware store owners 
are asked to be on the lookout 
for stolen money ecrders, num- 
bers 226621 to 226800, inclusive. 
These money orders were stolen 
from the Contract station No. 51, 
of the Los Angeles, Calif., post 
office by an armed bandit de- 
scribed as follows: Man about 40 
years of age, American. 5 ft., 
8 in. in height; weight 140 lbs.; 
light brown hair; fair complex- 
ion; a one-inch scar line (faint) 
center of forehead. 

A reward of $2,000 is offered 


for information or services lead- 





ing to the arrest of any person 
on the charge of committing this 
hold-up and robbery. The United 
States Marshall at Los Angeles, 
Calif., holds warrant for the ar- 
rest of this offender. 

These stolen money orders 
have been cashed throughout the 
Central States and in the South- 
west, mostly in retail stores. 
Hardware dealers are therefore 
warned to be on the lookout for 
the above described money orders 
and to notify their local postal 
authorities immediately of any 
person endeavoring to cash them. 
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OBITUARIES 





J. BRADLEY LIPPINCOTT 


J. Bradley Lippincott, 54, Pa- 
cific Coast manufacturers’ repre- 
sentative, passed away of a heart 





J. B. LIPPINCOTT 


attack Feb. 1. Mr. Lippincott 
was president of the J. B. Lippin- 
cott Co., San Francisco, and had 
been a manufacturers’ agent for 
about 25 years. 

One of Mr. Lippincott’s first 
connections with the hardware 
industry was that of a salesman 
for the Boston Woven House and 
Rubber Company’s Philadelphia 
office. He then went to Los An- 
geles and formed a partnership 
with Frank Beall. He purchased 
Mr. Beall’s interest over 15 years 
ago. Headquarters for his busi- 
ness were established in San 
Francisco about 20 years ago, al- 
though offices were continued in 
Los Angeles and Seattle. 


Mr. Lippincott leaves his | 
| 


widow, and a sister. 





WILLARD CLAPP 
Willard M. Clapp, vice-presi- 
dent of the Perfection Stove Co., 
Cleveland, Ohio, passed away re- 
cently. 


BERNARD E. BLUNDEN 


Bernard E. Blunden, 51, manu- 
facturers’ representative of Seat- 
tle, Wash., passed away Feb. 4. 
Mr. Blunden was a Pot & Kettler. 
He leaves his widow and a son. 


J. C. OTTO GEIST 


J. C. Otto Geist, 69, prominent 
Buffalo hardware merchant for 
many years, died in his home, 
January 25th, after an illness of 
several months. Born in Ger- 
many in 1872, he came to Buffalo 
when a boy of 11. In 1908 he 
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opened a hardware shop and for 
32 years served the Walden- 
Bailey section of the city. Mr. 
Geist was a charter member of 


the Walden-Bailey Businessmen’s | 


Association. 


KARL S. BRECKENRIDGE 


Karl S. Breckenridge, former 
vice-president and director of the 
American Can Co., 230 Park 
Ave., _New York City, passed 
away Jan. 28. He had recently 
retired from the company and 
was located in Chicago in charge 
of the central district. 


Mr. Breckenridge joined the | 


American Can Co. in 1901 as 
factory manager and local sales 


agent at Toledo, Ohio. Subse- | 


quent positions were as assistant 
general manager at Boston, San 
Francisco, Chicago, and later as 
division superintendent at Toledo 
and Chicago, and as general man- 
ager of manufacture at New 
York. In 1923 he became vice- 





KARL S. BRECKENRIDGE 


| president in charge of operations 


in the Central district, with 
headquarters in Chicago. He was 
also a director of the company 
since that time. 


1941 PACKAGING CATALOG 
NOW AVAILABLE 


The 1941 edition of the Pack- 
aging Catalog is now available 
from the Packaging Catalog 
Corp., 122 E. 42nd St., New York 
City. The volume of 486 pages, 
case bound, is priced at $2.50. 
Under 15 separate sectional clas- 
sifications, every phase and 
aspect of packaging is covered in 
non-technical language, planned 
to aid the packager confronted 
with problems of design, mer- 
chandising, production, package 
law or shipping. 











WHITE MOUNTAIN LINE 
of 


ICE CREAM FREEZERS 





| Freezers On The Market... 
The 1941 White Mountain Line 


Get an early start this year displaying and 


| selling the famous White Mountain Line of 
| Ice Cream Freezers, the best-known, highest- 


| quality, fastest-selling freezers on the market. 


The big, new 1941 line includes all popu- 
lar models to meet every requirement of 
home, restaurant, hotel and camp. The quick- 
est Hand Operated Freezers, also Modern 
Power Freezers with pulleys for Belt Drive, 
also Direct Motor Connected Freezers for 
Electric Drive for domestic, cafeteria and 
commercial use. 

For quick freezing, durability and lasting 


satisfaction, sell the White Mountain Line. 


Ask your Jobber to Supply you. 


THE 
WHITE MOUNTAIN FREEZER CO. 


INC. 
NASHUA, NEW HAMPSHIRE .. . 
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More About the Sale of 


Lubricating Oil 


by Hardware Retailers 


Some interesting details about 


a line that has been ignored by 


many during the last few years 


By SAUNDERS NORVELL 


| HAVE become thor- 


oughly lubricated. Now it is my 
job to thoroughly lubricate you. 
No ene can successfully sell any- 
thing until he has become master 
of his subject. I wouldn’t start out 
to sell nails without studying and 
learning all I could about nails. 

Why was William J. Knudsen, 
president of General Motors, called 
to head up defense production? 
The answer is obvious. Because 
he knows more about production 
than any man in the United States. 

I have just had the unusual op- 
portunity of interviewing one of 
the best posted men on lubricating 
oil in this country. I refer to H. M. 
Hart, president of the Galena Oil 
Corp. of Cincinnati, Ohio. 

Our meeting was the result of 
an article I wrote in the June 27, 
1940, issue of HARDWARE AGE on 
the subject—“Oil is More Valu- 
able Than Gold.” That article, by 
the way, stirred up considerable 
interest. We had much “fan mail” 
as a result. 

W. N. Dixon of Brown, Rogers, 
Dixon of Winston-Salem, N. C., 
had that article reprinted and 
mailed to all of the firm’s cus- 
tomers. He succeeded in making 
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them “oil conscious.” He gave 
them some “super lubrication.” 

I write again because there are 
still others in the hardware field 
who need “oiling up.” They are 
running on dry bearings and that 
is not profitable. 

I wish I could have a hall and 
talk to 2000 hardware retailers on 
getting back this profitable oil 
business they have allowed to slip 
through their fingers. In an arti- 
cle like this I can only skim the 
the surface. But if I can arouse 
the interest of some of you I can 
at least tell you where to get liter- 
ature that will tell you the wonder- 
ful story of selling lubricating oils. 


Interesting Data 


I say “wonderful” advisedly be- 
cause before I met Mr. Hart he 
sent me a collection of pamphlets, 
articles, pictures of containers, 
labels, price lists, illustrated win- 
dow displays, prepared letters to 
salesmen—that just made my eyes 
stick out. 

There was a history of the oil 
business in general, and a history 
of the development of the Galena 
Oil Corporation. There were re- 
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ports from engineers and users 
and manufacturers of automobiles, 
buses, and trucks. Mr. Hart gave 
me a whole weekend of study be- 
fore I met him. Now, laugh—I did 
study all this matter and today 
next to Mr. Hart I’m one of the 
best posted oil men in the world!!! 
I'll just bet you a big red apple I 
could start out and sell plenty of 
lubricating oil and keep on selling 
it—and at a profit. 

Now Mr. Hart tells me he has a 
lot of that oil literature at his 
offices and he will send it to any 
hardware dealer, free of charge, 
no postage, if you will just send 
him a postal. It will be the big- 
gest one cent purchase you ever 
made. But when you get it— 
study it—Don’t just look at the 
pictures. 

Then if you are sold on oil in 
the hardware store hog tie the next 
salesman who rolls up and get him 
to stay long enough on his joy 
ride to take your order for $51.60 
worth of oil. That is a complete 
stock. You sell at $81.92, giving 
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See what VICTOR has produced to make Fan 


history in 1941, in beauty, in value. in profits. 


See the greatest little 8’ price leader fan on 
the market. You'll sell ‘em by the hundreds. 
See the new 10’’ Vagabond with the new “fan 
flare’ blades—new beauty at a popular price. 
See the husky 12’’ Vanguard with more fea- 
tures at a lower price than any 12” fan you've 


seen vet. 


shift. 
Breeze 


See the Viceroy with the “Magimatic” 
See VICTOR 
Line and you'll know why we are telling you to 


SEE VICTOR before vou choose your fan line. 


SEE VICTOR 


the complete Miracle 





Important: 
Your Jobber is ready to show you VICTOR Miracle Breeze 
Fans with full, complete details of this great new 1941 line. 


You will make money selling VICTOR in 1941. We mean it. 
Call your VICTOR Jobber now, or write us for his name. 


VICTOR ELECTRIC PRODUCTS, INC. 
Dept. J-5102 2950 Robertsen Avenue 
\ CINCINNATI, OHIO 





ASK YOUR JOBBER 
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NATIONAL’S NEW 


| Lf 


@ HOUSEWIVES 0.K.E-Z SEAL 


DESIGN! Kitchen approval 
means sales approval! Gone are 
lugs, bolts, confusing parts. 
| Now, just simple streamlined 
| beauty featuring 3 greater 
canning capacity. 





@ EXCLUSIVE E-Z SEAL TOP! 
Again National steps ahead to 
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PRESSURE COOKER 


Feature It During Hardware Open House 
Special Sales Helps'Now Being Prepared 


bring youa new powerful sales 
appeal. An exclusive feature 
to give you exclusive sales. 


@ ADVERTISING AND MER- 
CHANDISING THAT SELLS! 
Big ads in magazines your cus- 
tomers really read. Complete 
sales helps, backed by proven 
merchandising tests. 


PRESSURE COOKER 


DEPT. k] , EAU CLAIRE, WIS 























STEELGRIP—the stronger belt lac 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out 
Prevents frayed belt ends. 8 sizes in 
boxes, handy package or long lengths. 


Bm» __ BELT HOOKS 


the belt hooks that 


WIREGRIP 
are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 


“The Belt Lacing People” 
304 N. Loomis St. Chicago, U. S. A. 




















DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
SCREW ROOFING NAILS. The 
lead under the head and down 
the shank plugs the hole around 
the nail with lead to form a 
weather-proof seal . . . the 
“bump” triple-locks nail, lead 
and sheet solidly together . . . 
the drive screw shank makes 
the nail turn and hold like a 
screw. Result: the roofing gives 
better service and lasts longer, 
your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 
samples of nails. 


sapesesnenenemmennimnnipihtinneell 
y/7m 0) 3 EO), ae 


Western Avenue 
ILLINOIS 





4856 South 
CHICAGO 











a margin of $30.32 or 58.75 per 
cent. 

Galena has the oil, they have the 
wholesalers, they have the sales- 
men, they have all the selling helps 
but what they need is a clearer 
understanding on the part of hard- 
ware retailers and their clerks of 
what they are missing in passing 
up the sale of motor oils. 

When I get out into the selling 
field I am sure to run into my old 
friend, Luther R. Stein, vice-presi- 
dent and general sales manager of 
The Belknap Hardware and Mfg. 
Co. of Louisville, Ky. You should 
read a pamphlet written by Luther 
about selling oil. It sure is a 
“pippin.” He paints a picture— 
illustrated—of all the items that 
have passed out in retail hardware 
sales—whips, fly nets, horse blank- 
ets, tire pumps, goggles, cash 
drawers, etc., etc. Now, says 
Luther, as items that were former- 
ly good sellers become passé the 
dealer must add new lines and hold 
on like grim death to the lines that 
still sell. It’s a great selling 
pamphlet. Just write him for a 
copy. 

Of course, I read Class A, stand- 
ard stuff reported in hardware 
papers about the folding up of 
independent retailers on account 
of chain store price competition 
according to some convention 
speakers. But no one says a word 
about the dealer who closes out old 
lines because they have become 
obsolete and does not add new 
lines as they develop. Such com- 
ments remind me of Mark Twain’s 
celebrated observation about the 
weather—“Everybody talks about 
it but no one does anything 
about it.” 


One Man’s Sales 


Now the point I make is that | 
not only want to talk to whole- 
salers’ salesmen about getting oil 
back into the hardware stores—I 
want you to do something about it. 
And the retailer also to “do some- 
thing about it.” 

All the rest is mere “wishful 
thinking.” Among the papers that 
have come to me I find an account 
of what was accomplished in sell- 
ing oil by one salesman. Here’s 
the story: 

Stan Gilleland travels for the 
Kelly-How-Thomson Company of 
Duluth, Minn. He learned that 


77,000,000 gallons (yes, millions) 
of motor oil are required and 
bought annually by fleets of trucks. 
Each fleet truck uses 54.66 gallons 
and each fleet passenger car 49.8 
gallons per year. The average fleet 
consists of eight trucks and five 
passenger cars and uses 13 drums 
or 715 gallons of oil per year. 
Each salesman should sell at least 
10 fleets. Think of it—7150 gal- 
lons per salesman! 

Among my papers I find a let- 
ter from Salesman Gilleland to Mr. 
Hart from which I quote: 

“Thanks for your letter compli- 
menting me on my sales of Galena 
Motor Oil for the year. Motor 
oil has been a great help to me, 
helping’ me to build volume sales 
this year. I have been able to in- 
terest many of my dealers and 
some of my large contracting ac- 
counts in buying a real volume.”* 


Amazing Figures 


I wish space would allow me 
to give some of the amazing fig- 
ures of motor oil sales. One auto- 
mobile supply company has 207 
company-owned stores and 1200 
associate stores. Most of these 
stores are located in towns of 10,- 
000 and under. 

Now listen. These outlets sell 
2,500,000 gals. of oil a year. 
Stores average 1776 gallons. Total 
annual sales per store around 
$1,000. Average profit 32 per cent 
or $320 gross profits on oil alone! 
This is an average of one case of 
oil per day for each store. Would 
not such sales help pay overhead 
on the average independent hard- 
ware store? 

I might quote case after case. If 
others in your town are picking 
up this nice profitable business on 
oil, why can’t you? 

I wrote before “Oil Is More 
Valuable Than Gold’”—I am con- 
vinced it is one of the major items 
of profit merchandise in the coun- 
try. It is a worthwhile job for the 
hardware wholesalers, their sales- 
men and hardware retailers to re- 
cover this oil business and hold 
their share of it. 

My last article on oil was mainly 
about a manufacturer named 
Howard Hornibrook, president of 

(Continued on page 114) 


*Note: Mr. Gilleland sold his third 
solid carload shortly after he wrote that 
letter and that was months ago. 
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C. Grey Elkins Heads 


Tennessee Association 


Left to right: John M. Lowe, Knoxville, vice-president; A. L. Walker 
Columbia, new director; C. Grey Elkins, McMinnville, president. 


HE Tennessee Retail Hardware 

Association, in its fourth annual 
convention at the Andrew Jackson 
Hotel, Nashville, Feb. 4 and 5, re- 
vealed marked growth in activity 
and financial strength. The associa- 
tion, at the closing session, chose the 
following new officers: President, C. 
Grey Elkins, of McMinnville, suc- 
ceeding W. H. Morris, of Jackson; 
John M. Lowe, of Knoxville, vice- 
president, and A. L. Walker, Colum- 
bia, replacing John F. Vaughn, Jr.. 
Winchester, on the board of direc- 
tors. 

The convention opened Tuesday 
afternoon with a report by Presi- 
dent W. H. Morris. In spite of the 
fact that Secretary Boswell had to 
be replaced during the year on ac- 
count of the illness of his father, 
several hardware stores were re- 
modelled and a number of account- 
ing systems installed under his 
supervision and that of the officials 
of the association. 

Rivers Peterson, managing direc- 
tor, National Retail Hardware Asso- 
ciation, Indianapolis, Ind., at the 
invitation of President Morris, in- 
troduced Morris Jones, of Chatta- 
nooga, as the new secretary of the 
association, employed jointly by the 
National and State Associations, but 
dividing his time between Tennessee 
and Kentucky. Mr. Jones will be 
located in Nashville after March 1. 

W. L. Stout, Tru-Test, Marketing 
& Merchandising Corp., Chicago, 
Ill., gave the first of the feature ad- 
dresses of the convention, using the 
subject “Changed Selling Oppor- 
tunities. The theme of Mr. Stout’s 
address was built around the fact 
that the chains are guided in all 
their merchandising plans and poli- 
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cies by what they find out “by 
scientific research as to what the 
consumer wants and buys” in the 
field in which a store is operated. 

Using 1937 figures, Mr. Stout gave 
total factory values of 100 items 
compassing the entire field of hard- 
ware (or chain store) retail selling. 
These figures show the following 
items (in the order shown) as the 
first 10 in the list: Paint, tires, lubri- 
cating oil, refrigerators, radios, 
stoves, batteries, roofing, lamps, bolts 
and nuts. The speaker declared that 
you will find the hardware (re- 
ferred to by them as “hard lines”) 
department carrying nine of these 
lines almost to the exclusion of all 
others. They are selling just what 
they have determined that the pub- 
lic is buying. 


Selling Concentration 


The speaker pointed with em- 
phasis to the fact that the chain 
stores devote their selling space and 
direct their advertising toward the 
nine items that top the list. He 
stated that the chains spend about 
3 per cent for advertising while the 
independent retail hardware people 
spend one-half of one per cent, 
equivalent to about one-fourth of one 
per cent when it is considered that 
the larger advertiser is able to get 
more for his money by reason of 
his heavy buying of advertising and 
printing. 

Rivers Peterson followed Mr. 
Stout with his illustrated talk on 
“National Hardware Spring Open 
House for 1941.” An “Experience 
Exchange” session, conducted by C. 
Grey Elkins, of McMinnville, later 


elected president, closed the day’s 
program. 

A “dutch treat” banquet for the 
evening was accompanied by the 
showing of the Remington sound 
film on hardware store moderniza- 
tion, “One Man Listens.” 

The showing of a sound film, “A 
New World Through Chemistry,” as 
the opening feature of Wednesday’s 
session, was followed by an address 
by J. A. Senter, of Nashville, on 
“The Possibilities of Farm Chem- 
urgy.” 

G. W. Sulley, National Cash Reg- 
ister Co., Dayton, Ohio, delivered an 
address that really “hit the jackpot” 
for practical suggestions to retailers. 
Among many things recommended 
by him was store modernization 
which insisted will “cut operating 
costs, increase sales. and increase 
profits.” The question of the adop- 
tion of the chain store’s “check out” 
system for a retail hardware store 
was treated favorably by Mr. Sulley 
as having the advantages of “lower 
costs of doing business, reducing 
shrinkage and losses, and usually in- 
creasing sales volume and profits.” 

Mr. Sulley suggested as a means 
of increasing sales volume that the 
dealer or salesmen talk to the cus- 
tomer about “better quality, bigger 
quantities, items that may be used 
together, featured articles, and new 
merchandise.” Asserting that the 
average individual forgets 65 per 
cent of what he hears within 15 min- 
utes, he accused hardware salesmen 
of failing to use information at every 
hand in making sales. He declared 
that the good salesman knows his 
merchandise and takes full advan- 
tage of the information obtainable 
about the goods that he is selling. 

The speaking program closed 
Wednesday afternoon with an ad- 
dress on “Marketing Opportunities” 
by W. C. Weaver, president of Mc- 
Whorter- Weaver Hardware Co., 
Nashville, giving a, jobber’s view- 
point of the hardware market at the 
present time. 

A discussion of legislative matters 
was led by Rivers Peterson. Wage 
and hour regulations, interstate com- 
merce law, motor truck laws, all 
came in for consideration. Tennes- 
see retail hardware dealers would 
like to secure the repeal of the am- 
munition tax, but seem to favor some 
sort of way of discouraging the 
small merchants from handling 
shells and other items, often fixing 
prices on this merchandise to the 
detriment of the hardware dealer. 

The very day that this discussion 
was in progress, the Tennessee legis- 

(Continued on page 92) 
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Better Selling Stressed 
at Wisco Dealer Meeting 


FE HE need for better selling was 
emphasized and a merchandis- 
ing program designed to help mem- 
bers accomplish this goal was an- 
nounced at the 14th annual mer- 
chandising school, hardware show 
and building materials exposition 
of the Wisco Hardware Co., Madi- 
son, Wis., dealer-owned wholesale 
house. All business sessions of the 
two-day program, January 29-30, 
1941 were held in the company ware- 
house. A banquet and dance the 
evening of the first day took place 
in the Crystal Ballroom of the Hotel 
Loraine, and more than 400 mem- 
bers, exhibitors and guests attended. 
At the annual stockholders’ meet- 
ing, Secretary and General Manager 
J. A. Fitschen reported that Wisco 
had enjoyed a splendid year in 1940. 
Sales increased during the year 
setting another high mark and mem- 
bership in the organization showed 
a gain of approximately 20 per cent. 
He urged the dealers to carefully 
consider buying policies during the 
coming year and suggested that they 
maintain well balanced and com- 
plete stocks but not to overload. 
Mr. Fitschen also announced and 
presented details of Wisco’s new 
merchandising program which will 
be available to members in 1941. 
This program, he said, is designed 
to help each merchant do a better 
job of selling and to enable them 
to have more time to devote to this 
most important activity. 
At the banquet, Mr. Fitschen 
spoke on the subject of “A New Era 
for Retailers in 1941.” He told 





Left to right: P. M. Ellingson, Edgerton, treasurer; Darwin 
Follett, Coloma, vice-president; Roy Beat, Mt. Horeb, pres- 
ident; J. A. Fitschen, Madison, secretary-general manager. 


dealers that they must accept and 
apply the fact that change is the 
normal thing today. Merchants must 
be willing to try new ideas and to 
develop new selling techniques. One 
of the reasons for the growth of 
chain stores, he pointed out, is their 
ability to plan selling efforts and 
to carry out the program like clock- 
work. . 

He urged the group to capitalize 
on the Wisco merchandising pro- 
gram for the year, to make the 
name of Wisco mean something in 
their communities and to follow 
through on the program to the full- 
est extent if they would accomplish 
the most. 

A merchant must do a number of 
things well to be successful today, 
Mr. Fitschen pointed out. He listed 
these rules for successful operation 
of a business today,; 1—A dealer 
must be a salesman and be able to 
plan the selling for others; 2—He 
must be a good advertising man; 
3—He must be informed on new 


laws and regulations affecting the 
enterprise; 4—He must be a good 
collector; 5—He must be a good 
financier; he must concentrate pur- 
chases and reduce buying time as 
much as possible; 6—He must act 
with a group for greatest protection. 
Darwin Follett, vice-president, pre- 
sented framed certificates to the 
individuals who had served as direc- 
tors of Wisco in the past in recog- 
nition of notable and valuable ser- 
vice rendered to the company. He 
thanked them individually for their 
efforts, support and cooperation. 
The concluding event of the eve- 
ning was the presentation of the 
Regency Colors Review by John 
Lucas & Co., Philadelphia, Pa., 
manufacturers and promoters of 
“Regency” colors. Forbes Getty, 
district sales manager, told the 
group of the development of these 
combinations. He explained why 
and how the seven colors are re- 
lated and absolutely in harmony one 
(Continued on page 104) 





Scene at the annual banquet of the Wisco Hardware Co. at the Hotel Loraine, attended by more than 400. 
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WHEN YOU SEE 
QuikwerK TOOLS 


IN YOUR JOBBER’S 
CATALOG .... 











They’re Made of Selected 
Quality Steel..... 


Quikwerk Tools have sharp cutting edges 
and dependable striking faces. Even when 
the going is tough, they give long service 
with safety. These Quikwerk qualities are 
the result of careful steel selection and ac- 
curate control of temper and hardness. By 
furnishing Quikwerk Tools to your custom- 
ers, you know you are treating them RIGHT. 





NO. 20 
PICK MATTOCK 


WARREN TOOL CORP. 


WARE 2 3a 
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A man walks in to buy something you sell. The 
green and black cans of Kester Metal Mender 
beside the cash register catch his eye. “Solder,” 
he thinks to himself. “I need some.” 








Presto, he buys! 


That’s one way a lot of Kester Metal Mender 
sales are made. Another way takes place in thou- 
sands of city and farm homes. Men with hob- 
bies and farmers with repair problems are con- 
stantly reminded of Kester Metal Mender’s 
money-saving ways — and metal-ware building 
abilities. 














The Kester advertising campaign, bigger and 
better than ever, will help you sell this famous « 
home solder as it has never sold before. Keep it 
out where your customers can’t miss it and watch 
it move! 


Kester Metal Mender is one product that’s a 

natural-born repeater. Once a customer finds out 
how well it works, he soon comes-back for more. 

He tells his friends. They buy and buy again. 
That’s how this solder has climbed to the top in 
this trade. Feature it for more sales and bigger 
| profits. 


| Order from your jobber. 







KESTER SOLDER COMPANY 
4207 Wrightwood Avenue Chicago, Illinois 
Eastern Plant: Newark, N. J. 
Canadian Plant: Brantford, Ont. 


KESTER 


METAL MENDER 



























A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


Ie is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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SELLS 
ITSELF 


Our national advertising sends you new 
buyers for Handee, who become year- 
around regulars for accessories. 

Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 

Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanica, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 

De Luxe Model $18.50 with 7 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 45 
most popular Accessories in metal carrying 
case) $25.00. 

Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 


Write for Special Deals and Full Information 


on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, Il. 
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Wisconsin Emphasizes 
Selling and Preparedness 


Left to right: 
Retiring Pres- 
ident A. Vanden 
Wymelenberg; 
Malcom Douglas, 
president and 
H. A. Lewis, sec- 
retary - treasurer. 


HE theme “Be Prepared” was 

discussed with application to 
management, legislation and selling 
at the 45th annual convention of the 
Wisconsin Retail Hardware Associa- 
tion. All sessions of the four-day 
meeting, February 4 to 7, were held 
in the Milwaukee Auditorium, Mil- 
waukee, Wis. 

The convention adopted resolu- 
tions at the Thursday morning ses- 
sion which: endorsed the new Pat- 
man chain store tax bill and rec- 
ommended that hearings be held 
immediately; opposed any legisla- 
tion to control wages and hours of 
retailers; opposed a sales tax of any 
kind; condemned the practice of 
giving merchandise as _prei\iums, 
and protested against policy of 
R.E.A. which encourages electrifi- 
cation project members to circum- 
vent retailers in the purchase of 
appliances. Resolutions pledging sup- 
port to National and State govern- 
ments in defense preparations and 
cooperation in resisting unjustifiable 
price increases were also passed. 

Malcolm Douglas, Janesville, Wis., 
was elected president of the associa- 
tion by the board of directors to 
succeed A. Vanden Wymelenberg, 
Green Bay. Other officers are Dar- 
win Follett, Coloma, vice-president, 
and H. A. Lewis, Stevens Point, who 
was appointed secretary-treasurer. 

The convention elected Ben F. 
Strong, Eagle River, to the board of 
directors and re-elected the follow- 
ing directors: Mr. Douglas, Janes- 
ville; Mr. Follett, Coloma; W. E. 
Fitzgerald, South Milwaukee; W. H. 
Niebergall, Wausau; J. H. Kitz, 
Oshkosh, and W. T. Johnson, Rice 
Lake, Wis. 

“Business will be better in 1941 
due to greater consumer income and 
the threat of higher prices,” said 
President Wymelenberg in his open- 
ing remarks to the convention Tues- 





day morning. “Because of this it is 
very important that hardware dealers 
keep their feet on the ground and 
operate their business and sell more 
efficiently.” Mr. Wymelenberg called 
attention to the continued growth of 
the consumer movement and _ indi- 
cated that hardware dealers must 
build consumer good will and do a 
better job of buying and selling in 
order to offset this. He restated his 
faith in the trade independent move- 
ment and urged dealers to sell the 
public on the independently owned 
store. 

Increased acreage of crops now 
grown in insufficient quantity, plant- 
ing of crops now grown, abroad but 
required by our domestic economy, 
and industrial utilization of surplus 
crops and residues are the objects 
of farm chemurgy, F. A. Wirt, J. I. 
Case Co., Racine, Wis., told the con- 
vention. He stressed the fact that 
farm income and industrial wages 
fall and rise together, therefore 
business men are vitally interested 
in the welfare of the farmer. 

Speaking on “The Fight for Free- 
dom,” Richard S. Falk, Falk Cor- 
poration, Milwaukee, Wis., pointed 
out what he considered disturbing 
signs. During the last decade more 
and more power has been concen- 
trated in government, he said. To- 
day under the demands of national 
defense this trend is continuing and 
both labor and business may lose 
rights which can never be regained, 
he told the group. He urged all 
people to fight for maintainence of 
our American way and free enter- 
prise. 

Losses from counterfeit money 
have been reduced from $1,250,000 
per year to less than $200,000 
through a program of education, 
John D. Voss, agent in charge- U. S. 
Secret Service, Milwaukee, Wis., 


told dealers at the Wednesday morn- 
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KLEIN 
FOR THE MAN 
WHO WANTS THE BEST 


“SINCE 1857” 





MONG your customers there are many who 
appreciate the importance of good tools. 
Klein Pliers are made for these men. 

They appreciate the special alloy steel that 
gives just the right spring to the handles—the 
sharp knives that hold their edges. They ap- 
preciate, too, the individual tempering, adjust- 
ing and testing that assure years of the finest 
service. 

Every hardware store should carry quality 
tools. Your stock is not complete if it does not 
include Klein Pliers. 


Distributed Through Jobbers 


wanioc DE INGS 


$3200 a ee Se HICAGO 





Your copy of 
the Klein Pock- 
et Tool Guide 
will be sent on 
request. 
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EVERLASTING 
QUALITY 


ak ¢ First to be Wrapped and SEALED 
in Cellophane 


ake Perfect Adhesiveness and Ten- 
sile Strength 


xe Strong Distinctive Green Core 
ake Colorful Attractive Boxes 


ke A Company in the Insulation 
Business Since 1878 


Sold Exclusively Through Distributing 
Wholesalers 





HAZARD INSULATED WIRE WORKS 


Division of the Okonite Co. 


Works: Wilkes-Barre, Pennsylvania 








NewYork Chicago Philadelphia Atlanta Pittsburgh Dallas 
Buffalo Cleveland St. Louis Boston Detroit Seattle 
Washington Birmingham Los Angel San Fr i 
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SCREEN DOOR 
SPRING HINGE SETS 


Wide range of choice 
in hinges to meet 
every need. Ex- 
posed or covered 
spring types, in the 
popular finishes. 
Boxed in sets or 
hinges separately. 


LOOSE PIN SETS 








For customers who prefer the loose 
pin type of hinge this set has revers- 
ible hinge, giving 3%” offset when re- 
versed. Choice of finishes, boxed in 
sets or hinges separately. 


Ask your jobber for 
**Shelby"’ Spring Hinges 
THE [yolby_ 
CC’ SPRING HINGE CO 
i} 5 0290) =P nO) 118) 


H..e's another Schalk Specialty that has 
what it takes. A product that’s tops! A 
package that sings out and sells! Schalk’s 
Wood Putty contains real wood; is easy 
to work; easy to sell. There's a 5-oz. carton 
at 10¢; a 1-Ib. can at 25¢. Ask your jobber! 














ing session. He outlined the exten- 
sive educational program now being 
carried on before schools, business 
men’s clubs, and consumer groups, 
and concluded by presenting a mo- 
tion picture on “Know Your Money.” 

C. R. Isaacs, merchandising di- 
vision N.R.H.A., discussing the sub- 
ject, “Be Prepared to Meet Chain 
Store Methods,” listed the five things 
a merchant should do for success, 
as: keep an attractive store be a 
good manager; cooperate with others 
to promote helpful and oppose harm- 
ful legislation; be a good salesman; 
and know how to promote your busi- 
ness in the community. He also out- 
lined plans for spring and fall Na- 
tional Hardware Open House cele- 
brations. 

Speaking on “Present Legislative 
Problems,” Theodore Christianson, 
public relations council, National 
Association Retail Druggists, Chi- 
cago, Ill., told the group that the 
group that the new Patman chain 
store tax measure would not effect 
present chain stores, but that it 
would curb the growth of these com- 
panies and tend to freeze large in- 
terstate chains at their present size. 

Carl Palmen, president, Palmen & 
Associates, merchandising coun- 


the sales clinic on Wednesday even- 
ing for dealers, salespeople, and 
guests. Selling technique was illus- 
trated by Mr. Palmen in actual sales 
of a refrigerator, tire, bicycle, lawn 
mower, and other hardware items 
before the group. He showed the 
salespeople how to use suggested 
selling so not to offend customers. 
and urged them to sell up. Most 
customers want the best and regret 
when they cannot buy it, he pointed 
out. 

At the final session Thursday 
morning, Dr. A. P. Haake, manag- 
ing director, National Associatien 
of Furniture Manufacturers, Chi- 
cago, Ill., spoke on “What’s Ahead 
for Business.” He told the group 
that we face a boom and a bust in 
the coming years. We are going to 
have good business today and to- 
morrow there will be another de- 
pression. Unfortunately most of us 
are all too keen to enjoy today and 
let tomorrow take care of itself. Mr. 
Haake listed three problems facing 
this nation today as, the maintain- 
ence of our present standard of liv- 
ing; complete preparation for Na- 
tional Defense, and the prevention 
of inflation in order to mitigate the 
depression which will surely follow 
the present spending spree. 


PASHA Convention 


(Continued from page 64) 


celors, Cleveland. Ohio, conducted 
and concerns contributing to the 
convention. 

Charles J. Ritterhoff, Baltimore. 


Md., was elected president succeed- 
ing H. D. Whieldon, Greenville, Pa. 
Clarence S. Newcomer. Mt. Joy. 
Pa.. and Lee S. Kelso, Hazlewood. 
Pa., were elected first and second 
vice-presidents respectively. Harry 
D. Kaiser, Philadelphia, is assistant 
treasurer and W. Glenn Pearce. 
Philadelphia, continues as manag- 
ing director. Members of the ad- 
visory board are: Mr. Whieldon; 
George FE. Corcelius, Huntingdon, 
Pa.: E. Hulings Antrim, Camden, 
N. J.; James T. McCullough, Kit- 
tanning, Pa.; H. W. Sheeler, Red 
Lion, Pa., and Walter T. Massey. 
Dover, Del. Members of the execu- 
tive committee are: M. C. Gay, Jr., 
Tunkhannock, Pa.: R. D. Howell, 
Perth Amboy, N. J., and George R. 
Park, Jr., Wayne, Pa. 

The annual ball was held Wednes- 
day evening. in the ballroom of the 
headquarters hotel, the entertain- 
ment program including a concert 
by Jim Mace’s Jones & Laughlin 
Men’s Chorus—“Fun In Music” and 
Miss Lucille Bach, soprano soloist. 
Otto A. Kossler was chairman of 


the entertainment committee. The 
ladies’ entertainment committee was 
headed by Mrs. Lee S. Kelso. The 
ladies’ entertainment program in- 
cluded a dessert bridge at Kauf- 
mann’s department store, Wednesday 
afternoon, and a visit to the Plane- 
tarium on Thursday afternoon. 


Tennessee Convention 
(Continued from page 87) 


lature had on first reading the so- 
called “little Wagner act,” extend- 
ing the federal wage and hour regu- 
lations to the state. The association 
is joining with many other organi- 
zations in an effort to prevent its 
passage. 

One of the features of the conven- 
tion was the “Information Please” 
session with John Lowe, Lowe-Arm- 
strong Co., Knoxville, as “Quizmas- 
ter” and Mark B. Davis, Belknap 
Hardware & Mfg. Co., Louisville, 
Ky., and L. L. Kennedy, Moore- 
Handley Hardware Co., Birming- 
ham, Ala., as “Professors Quiz.” 
Many moot questions of the hard- 
ware business were answered during 
this session. 
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Special “‘Open House” Bargain! 


Low-cost Deal on P R 0) -T E ».4 PA D S for Quick Profit 


The two most popular sizes, 
in three fast-selling patterns, 
at a greatly reduced price! 


National Hardware Open House will be the open door 
to Volume and Profit for dealers who feature PRO-TEX 
Pads. This line is a year-’round money-maker in thou- 
sands of stores. At the reduced prices for Open House, 
PRO-TEX Pads are a “must” item for special promotion. 


_—— PRO-TEX Pads are selling to 
American housewives at the 

rate of more than 3,000,000 a 

G e t th e year. Get your share of this 
full sto ry profitable business. Ask your 
jobber for details and prices. 


from your 
Jobber! 





BALLONOF 








The two sizes are illustrated here: 7” 
round in the attractive Coffee Cup pat- 

tern and 14” x 17” in the unique two- 

color Dutch Tulip pattern. Plain pattern (not illus- 
trated) also comes in these sizes. 


We’ve selected the two most popular sizes in three fast- 
selling patterns—Dutch Tulip, Coffee Cup and Plain. 
For the first time you can now buy assorted patterns as 
well as colors. For the first time you can now buy 
PRO-TEX Pads at sharply reduced prices which enable 
you to beat all competition on this type of merchandise 
and make a big quick profit on a minimum investment! 


METAL PRODUCTS CO. 
5800 Kinsman Rd. Cleveland, O. 











HEY!! WAIT-A MINUTE. 


Can you tell us where we can find 
some good additional lines to 


AY 











SURE— 
THAT’S EASY!! 


You'll find them listed under “Sales Representatives 
Wanted" in the Classified Opportunities Section of Hardware 
Age. This section reaches the greatest number of Hardware 
readers of any hardware paper and is noted for securing 
quick, tangible results for its advertisers. 


Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 
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COMING UP! 
POWERFUL 1941 ADVERTISING ON 


VIGORO 


THE COMPLETE PLANT FOOD 














BIG-SPACE COLORFUL ADS 
IN 
HOUSE BEAUTIFUL 
AMERICAN HOME 
BETTER HOMES & GARDENS 
SUNSET - FLOWER GROWER - HOUSE & GARDEN 


Timed to appear during your garden 
equipment selling season 


ro GET NEW GARDEN 
5 THIS SPRING: 
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EDWARD P. FRIMD, as- 
sistant secretary of the Stein- 
man Hardware Co., Lancaster. 
Pa., celebrated his 68th _birth- 
day on Dec. 24 and his half-cen- 
tury mark in the hardware busi- 
ness on Oct. 21. Mr. Frimd was 
bern in 1872 and became iden- 
tified with the hardware busi- 
ness in 1890 when he entered 
the employ of the Steinman 
Hardware Co. He has been with 
no other firm since that time. 
Starting as an errand boy, he 
became shipping clerk and pro- 
gressed to his present position 
with the oldest hardware store in the United States which 
will, in a few years, celebrate its 200th anniversary. Mr. 
Frimd has served on the city council and has been a Re- 
publican judge on the election board on one of the 
strongest Democratic wards in the city for about 15 years. 
He has also been treasurer of the Knights of Malta for 16 
years. His hobby is stamp collecting. 





EDWARD P. FRIMD 


Hardware Age 
Fifty Year 
Club 


HENRY F. MILLMANN 
has completed 50 years with 
Geuder, Paeschke & Frey Co., 
Milwaukee, Wis. Starting on 
Jan. 15, 1891, as a factory 
clerk, his golden anniversary 
with the firm finds him as ex- 
ecutive vice-president and gen 
eral manager. For many years 
he was in charge of purchases. 
Mr. Millmann, who was born 
Jan. 25, 1870, in Milwaukee 
and graduated from Mar- 
quette College at 17, being 
the youngest member of the 
first graduating class of that 
college. He won the Latin 
Intercollegiate Medal while at 
Marquette. In 1891 Mr. Mill- 
mann entered the employ of Geuder, Paeschke & Frey 
Co. under the late William F. Geuder, gradually working 
his way up and getting a thorough training in factory 
production, purchases, and management under the di- 
rection of Mr. Geuder, Charles A. Paeschke and Frank 
J. Frey consecutively, which led to his appointment as 
executive vice-president and general manager two years 
ago. Mr. Millmann is well known in the sheet metal 
ware industry throughout the country. 





HENRY F. MILLMANN 
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Reg. U. 8S. Pat. Off. 


ASBESTOS WICK 
AN UNMATCHED SET-UP 


The finest rock weave wick on the market—at the right price 

complete coverage—up-to-date merchandising aids that boost your 
wick business. An unmatched set-up! A set-up that brought thou- 
sands of Hardware Dealers a bigger volume of wick business in 
1940 than ever before in their history. 
Standardize on Flamemaster for 1941 and 
watch YOUR wick sales climb to a new high. 


IN CONVENIENT BOXED SETS 


DEALERS, NOTE—Don’t overlook the SELLING 
POWER of the Flamemaster Individual Package 
for counter display. Colorful—attraective—irre- 
sistible eye-appeal! Complete stove data on each 
box, for accurate cutting by your customers. In 
5¥2 and 12 ft. rolls. Also eut-to-fit sets for specific 
burners. 


Dispenser 


FREE 


Pat. Pending 








PUT THIS SALES 
BUILDER TO WORK 


Ends cutting waste. Safeguards 
you against errors and losses due to 
miscaleulations in lengths. Keeps 
your wick stock neat and clean—no 
tangled, shopworn stock. A complete | 
wick department in tabloid form. 


SPECIAL DEAL — 400 ft. of 
Flamemaster (every foot marked for 
size, eliminates errors) in 4 sizes 
shown at right. Three-color Dispenser 
with complete Stove Data on front 
for serving customers with speed and 
accuracy. MERCHANDISER FREE. 
Also valuable FREE Dealer Selling 


Aids. F.0.B. Jobber’s 
warehouse, Dealer's Net. $8.90 


Write us if your Jobber can’t supply you. 


TRIPLEWEAR, PATERSON, N. J. 

















NATIONAL 


DEFENSE 
SPURS 
WHEEL SALES 


EVERY PLANT and 
MANY INDIVIDUALS 
are PROSPECTS 


This new Cushion Type (zero 

pressure) Puncture-Proof Wheel- 

barrow Wheel is catching en. 
No inflation problems. 


Production is mounting. Plant 
engineers are equipment con- 
scious. Materials handling is 
vital. WHEELS are com- 
manding increasing attention. 
Offer the complete line of 
French & Hecht rubber tired 
industrial wheels. The finest 
of their kind—in many sizes 
with pneumatic, semi-pneu- 
matic, — oe | ome 
ture-proof) and so rubber 
HEAVY DUTY WHEELS tires. Send for our new cata- 
ith 4.00 2 & tue ae log and price list—then get 
with Plain or Roller Bear- after your share of a rapidly 
ings. expanding sales volume. 





Write TODAY for New CATALOG and PRICE LIST. 


FRENCH & HECHT, INC. 


WHEEL BUILDERS SINCE 1888 
601 EAST THIRD ST. DAVENPORT, IOWA 


AIR-TIRED WHEELBARROW WHEELS 
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with its world-wide reputation for 
supremacy in the power mower field, means sales 
and profits for retailers .’. . years of satisfactory ser- 
vice for owners. 


HOMELAWN, 18 and 21 inches. 
STARLAWN, 24, 27, and 30 inches. 


In these two lines is a mower to fit the needs of any 
customer for home or institutional use. Streamlined 
steel construction for beauty, light weight and easy 
handling. 


Spring is just around the corner . . . better act. 


SEND FOR BEAUTIFUL 
ILLUSTRATED 24-PAGE CATALOG 


TORO 


MANUFACTURING CORPORATION 


MOWING MACHINERY SPECIALISTS FOR OVER 20 YEARS 
MINNEAPOLIS MINNESOTA 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Garden Hose Display 


This unit may be used as a flat dis- 
play card in back of a pile of boxed or 
unboxed hose or it can be made into an 


Thermoid 


GARDEN HOSE 





easel display to display a single 25-ft. or 
50-ft. length of hose. Thermoid Co., 
Trenton, N. J. 


Soldering Iron Display 


An all-metal stand finished in blue, 
orange, and white. Holds one each of 
the three sizes of “Stanley Victor” 


VITOR 1-710 


SOLBERINC IRONS 









irons. No charge is made for the stand. 
Price complete, $8.10. Stanley Tools, 
New Britain, Conn. 


1941 Eclipse Mowers 


“Natural Grip” streamline beauty of 
modern design on the exclusive, pat- 
ented all-steel handle is a_ feature 
of the 1941 “Eclipse” mower. This 
major improvement is said to result in 
actual operating ease through elimina- 
tion of strain caused by unnatural hand, 
wrist and arm position; added mechani- 
cal strength with continuous tubular 
steel from mower to grip, thus eliminat- 
ing separate handle irons. Deluxe 





“Eclipse” Models L and M, and De- 
luxe “Zephyr” mowers include gleam- 
ing chrome finish handles with black 
rubber grips. The new “Vogue Special” 
model with streamline frame, large-rib- 
bed Goodyear tires, extra large chrome 
tie rod and chrome hub caps also in- 
cludes attractive enamelled finish natu- 
ral grip handles, and retails for $13.50. 

Dealers can obtain catalogs and fran- 
chise information on Hand and Power 
Mowers from Eclipse Machine Co., 
Prophetstown, II. 





*Alumilite”’ Finish for 
Bathroom Cabinets 


In addition to an all-stainless-steel 
line of bathroom cabinets, the Miami 
Cabinet Division of The Philip Carey 





Co., Middletown, Ohio, is presenting a 
new line in aluminum. Maker states 
advantages are: will not stain or dis- 
color with age; is rust proof; finish will 
not chip; pleasing to eye, and reason- 
able cost. Four different models are 
announced; two, with mirrors framed 
in polished, stainless steel; and two 
models having all mirror fronts. Im- 
proved lighting effects in the new 
Miami line include both tubular and 
fluorescent lighting fixtures; also an 
interior and night light which not only 
illuminates the inside of the cabinet 
but also serves as a bathroom night 
light. 


Bingham Co. Catalog 

The W. Bingham Co., Cleveland, 
Ohio, has issued a new general catalog, 
No. 41, of more than 1500 pages. Hand- 
somely bound, the catalog shows the 
complete hardware and allied lines dis- 
tributed by the company. 
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Chrome Finish Garden Tools 
With Plastic Handles 

Rustless “Chrome-Finish” hand tools, 
with “Smooth-Grip” handles of weather- 
proof plastic material, are the newest 





garden specialty offered by The Union 
Fork & Hoe Co., Columbus, Ohio. The 
items, consisting of transplanting and 
digging trowels and hand spading fork, 
are forged from a single bar of steel, of 
unusual strength, and have a highly 
polished chromium finish. The plastic 
handles are extremely smooth and com- 
fortable to the hand and are claimed to 
be more durable than wood, besides be- 
ing weatherproof. The tools will retail 
in most sections at $1. They are said to 
give practically lifetime service. 
Body Clamps 

“Jorgensen,” Series No. 120 — have 
bodies of well-rounded form to provide 


more than ordinary throat-depth, plus a 
definite working clearance between the 
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Window Trims—New Packages—New Colors—Catalogs 





work and inside of the clamp frame 
even when loaded to full capacity. Said 
to have from 50 to 100 per cent more 
strength. Groove across the foot or 
anvil aids in gripping round forms, cor- 
ners, angles, etc. Available in opening 
capacities from 2 to 8 in. Adjustable 
Clamp Co., 411 N. Ashland Ave., Chi- 
cago, Tl. 


Sickle Grinder 

“Hiredman”—said to maintain cor- 
rect factory-produced edge each time 
sickle is sharpened and to restore edge 
to improperly ground sickle. Sickle is 
placed in guide slides; located properly 
with simple operated gage; clamped se- 





curely with hand wheel, and the stone 
brought into grinding contact with a 
hand, wheel-operated screw. Maker 
claims 5-ft. sickle can be sharpened in 
20 minutes. Simple attachments can be 
furnished for sharpening other farm 
tools. Borst Co., Moline, Ill. 








All Steel Hand Mower 


After specializing in power lawn 
mower equipment since 1921, Jacobsen 


Ufg. Co., Racine, Wis., has added the 





“Silent, All-Steel” hand lawn mower to 
its line. The new mower is a sturdy 
mower, yet light running. With excep- 
tion of the solid rubber cushion tires 
and hardwood roller, it is all non-break- 
able steel, even to the tongue and cross- 
bar. The case-hardened steel gears are 
said to give life-time service. Has 
patented, laminated, case-hardened steel 
pinions, with hub on both sides and 
pawl in center to minimize wear on 
teeth. The cutter-bar is easily adjusted 
without tools and has a heavy lip, riv- 
eted for extra strength. The mower 
has a 6-in. diameter reel with crucible 
steel blades. Drive wheels are 10% in. 
in diameter. The roller is oversize, 214- 
in. selected hardwood, adjustable from 
14 to 2 in. cutting height. The mower is 
built in four sizes, 14, 16, 18 and 20-in. 
cutting widths. It is distributed direct 
to dealers by the factory. 


Myers Calendar Poster 

The F. E. Myers & Bro. Co., Ash- 
land, Ohio, is distributing its colorful, 
poster calendar for dealers’ and distrib- 
utors’ use. 


NATIONAL HARBWARE 







Power Lawn Mower 


Engine: Briggs & Stratton, %-hp., 
four-cycle; hand-lever starter, oil-sealed 
air cleaner; drive: simple “V” belt from 





engine to countershaft, which serves as 
the clutch; diamond roller chain drive 
running on hardened steel-cut sprockets 
from countershaft to the reel; hand 
lever control for “V” belt idle, finger- 
tip throttle control 6-in. reel, five tem- 
pered alloy blades, four heavy double 
riveted spiders mounted on %-in. reel 


gather. 


in. 


Everyone will want to try this 





SELF-DEMONSTRATOR 
It’s FREE for Hardware Open House 


try-it-yourself demonstrator 
kit wherever you want the crowd to 
It has color, flash, animation 
and just enough sound to stop them 
not only the smart little 
natural pistol- grip Drill 


7 Set this 


SpeedWay 
with a drill 
and iron for customers to drill holes 


shaft. Extra heavy semi-pneumatic rub- 
ber tires, 10 in. diameter. Width of cut, 
18 in. height of cut, % to 2 in. Re- 
sharpening by backgrinding. Dual 
“V” belt pulleys provided on engine and 
countershaft so that “V” belt may be 
crossed, driving reel backward by en- 
gine power, enabling operator to back- 
grind the reel. List price of mower is 
$69.50. CG. W. Davis Corp., Richmond, 
Ind. 


Wall Shelf with Pots 


Combines two gay “Perma” pots with 
the conventional white metal shelf, 11% 
in. high overall, the shelves are 4% in. 
by 9% in., and the pots 3 in. size. 





Cat. No. WSP-49. The pots come in 
green, blue, orange, yellow and ivory. 
George Koch Sons, Inc., Evansville, Ind. 


bit, but blocks of wood 
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Everybody will want to try it, and in 
the hand, this drill is half sold, for 
there’s a thrill in the way it goes thru 
wood or metal. Whether you have 
ever sold tools before or not, you'll 
want this SpeedWay display for Open 
House. It’s yours absolutely free too 
(1 to a store) with an order for one 
SpeedWay No. 69 %” Electric Drill, 
list price, $7.95. 


Order today from your jobber, or 
write for description of all SpeedW ay 
Home Workshop Tools, deals and 
dealer helps. 


SPEEDWAY MANUFACTURING CO. 
1836 So. 52nd Ave. 
Cicero, Illinois 








Ash Barrel Truck 


Made in large and small wheel style. 
Maker states ashes can be handled 
easier and quicker over stairs with these 


r 








trucks, without dirt or damage to 
clothes. Frame is made of pipe. Also 
come with rubber-tired wheels. The 
Fairbanks Co., 393 Lafayette St., New 
York City. 





Marine Catalogs 


Wilcox, Crittenden & Co., Inc., Mid- 
dletown, Conn., has issued a 1941 cata- 
log on its marine and industrial hard- 
ware, marine lights and equipment, drop 
forgings, gray iron and brass castings, 
galvanizing and tinning, and also cata- 
log No. 41, on its “Sands” line of ma- 
rine plumbing. 





Gale Refrigerator 


This 8-ft. “Commodore,” an _ over- 
size refrigerator, is equipped with twin 
freezers; one double width, and four 
standard “E-Z Out” ice trays of 84- 
cube capacity; meat drawer; defrost 


, | ; 
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tray; hydrator; twin fruit baskets; half- 
glass utility shelf; four clip shelves; 
offset shelf; sliding shelf, and vegetable 
bin. Storage space, 8.75 cu. ft.; shelf 
space, 17.71 sq. ft. Kitchen space, 62% 
in. high; 31% in. wide, and 28 in. deep. 
Gale Products, Galesburg, Il. 
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“Oneonta” Gas Range 
No. ED-404—white with chrome-and- 


white handles and with top covers. 
Oven is placed in center of range with 











shelf-equipped storage cabinet on each 
side. All porcelain, four-way oven, in- 
troduces heat from all sides. Oven has 
two multiple-position racks. Speed 
burner for oven and smokeless broiler is 
located below oven. Multi-speed top 
burners, three standard, and one giant 
size, allow safe placing of utensils. 
Burners are set in cast-iron porcelain 
“Reflecto” bowls. “Visa-Glass” oven 
door, electric oven light and switch, 
are among the accessories available. 
Round Oak Co., Dowagiac, Mich. 


South Bend Lathe Catalog 
The South Bend Lathe Works, South 


Bend, Ind., has issued a new general 
catalog of 112 pages and contains over 


Oval Hampers 

The oval hampers introduced by the 
F. A. Whitney Carriage Co., Leominster, 
Mass., are made of neat, narrow-groove 
fibre with tops covered in the well- 
known “Rippleloid Pyroxylin” and feet 
of distinctive design. The hamper line 


240 illustrations. It shows 50 different 
sizes and types of South Bend back- 
geared, screw cutting lathes for manu- 
facturing, tool room and general shop 
work. A copy will be mailed on re- 
quest. 


“Roto-Heat-Beam” 


Said to convert any room heater—oil, 
gas, or coal-fired—into a forced circula- 
tion system. Five cast-aluminum blades, 
maker states, have a carefully engi- 
neered curvature to project air in a 
narrow rotating beam. Whirling action 
of the beam is said to pick up sur- 
rounding air and cause it to move in 
harmony with beam itself, thus estab- 











lishing a gentle, draftless circulation. 
Unit tilts at any angle. Easily in- 
stalled on louvre or grille top at back 
of heater and then plugged into light 
socket. Made in three standard sizes. 
Roto-Beam Division, Peerless of Amer- 
ica, 3300 Indiana Ave., Chicago, Il. 


this year also includes many other 
styles and sizes and decorative treat- 
ments. Dealers selling Whitney hampers 
will receive the new small but striking 
hamper display card, 5 in. by 8 in., easel 
back in black and silver. Retail prices 
range from $2.98 to $4.98. 





1941 
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UR A: A) Cascade Acces- 
— a a sory Board No. 3 
aa ami y= , displays 19 sepa- 
Poe: rate items, recessed 
fis pS 2< i a rote Bs nate 
——— | ype tumbler hold- 


1 | ers, soap dishes, 
i towel bars, etc. 


ASCADE 


ACCESSORY DISPLAY BOARDS 
are Silent Salesmen 


For your display room we supply boards 
showing the complete lines of acces- 
sories. Also smaller boards to display 
selected accessories showing less than 
the complete lines. You pay for the ac- 
cessories only; we furnish the boards and 
mount them free of charge. Boards are 
covered in ivory colored Fabrikoid and 
have brass, chromium-plated frames. 


Modernization and new construction 
offer profit opportunities to hardware 
dealers handling MIAMI-made bath- 
room cabinets and accessories. Dis- 
tributed by leading jobbers. Write Dept. 
HA for new Catalog. 


COLONIAL BATHROOM 
CABINETS 


No. 406 => 
A big value for 


low-cost houses. . 


Equipped with 
demi-tubular light .. 
bracket, light ‘_ 







switch and electric 7 
convenience plug. . 
All mirror front. 
Many other mod- 
els, both with and be 
without lights. 


MIAMI CABINET DIVISION 


THE PHILIP CAREY COMPANY 
Middletown, Ohio 





















GUARANTEED 
5 YEARS 


IT 


Improved Clemson Mower 
at Reduced Price 


Six additional improvements have 
been incorporated in the 1941 Model 
17 lawn mower for 1941, announced 





by Clemson Bros., Inc., Middletown, 
N. Y. Production for 1941 will be in- 
creased, enabling substantial reduction 
of the retail price, yet maintaining the 
former jobber’s and dealer’s spread. A 
new type of clutch has been incorpo- 
rated which is said to be direct acting 
and absolutely foolproof. A stiffer, 
stronger bed-knife to withstand the 
most severe abuse and a tighter reel 
shaft assembly to eliminate all possi- 
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DAZEY CHURN & MFG. CO. 


Dept. B- 


195, Warne & Carter Avenues, St. Louis, Mo. 


SENSATIONAL SALES FOR 
New DAZEY DeLuxe 


_— Made Under the Exclusive 
» Dazey Patents barrels” in display 


bility of play is said to insure the per- 
manence of the machine’s precision of 
cutting action. One piece, die-cast han- 
dle connectors, tested in use during 
1940, replace the former welded con- 
struction, improving the appearance of 
the handle. Hooks have been enlarged 
to facilitate grass-catcher attachment 
and hub bolts are more deeply recessed 
to prevent damage to trees or shrub- 
bery. The mower will be finished in 
chromium plate and yellow baked-on 
enamel, will require no tools for any 
adjustment, and will need no sharpen- 
ing nor oiling. 


Sliding Grille Catalog 

Cornell Iron Works, Inc., Long Is- 
land City, N. Y., has issued a new slid- 
ing grille catalog, providing full specifi- 
cations and showing the details of hew 


the sliding grille is hung, how it is 
stretched, and locked. 





Tucker Catalog 


A new 1941 catalog lists the products 
manufactured by Tucker Duck and 
Rubber Company, Ft. Smith, Arkansas. 
It is attractively printed in several col- 
ors, showing many of the Tucker prod- 
ucts in their natural colors. Illustra- 
tions are large and descriptions are 
complete, with consumer prices quoted 


It's an old story in store after 
store—DAZEY De Luxe Can 
Openers outselling others by 
7 or 8 to L. Now, even those 
remarkable records are be- | 
ing excelled by the new 
1940 model. But, no won- 
der. That really PER- | 
FECTED “SWING” feature 
catches everybody's atten- | 
tion and then it’s easy to 
show in how many other 
ways DAZEY De Luxe far 
excels any other can opener 
on the face of the earth. So | 
you can't 5° Det by 
ae | 


givies.! DAZEY De 


aisles and personal 


selling. 
. ICE CRUSHER CAN OPENER JUICER 
| 


SHARPIT NUT CRACKER 
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in order that dealers may get the bene- 
fit of showing the catalog to their cus- 
tomers. In the new catalog is shown 
the complete line of Tucker’s camp cots, 
camp and other folding stools, folding 
chairs, tables, folding furniture in a 
variety of styles and colors for porch 
and lawn, children’s furniture, such as 
high chairs and baby beds, as well as 
toy furniture, also bridge tables, cot 
pads, hammocks and specialty items. 


Wheel Guards 


Made up in two styles: the one for 
corners and the other for wall or jamb 
applications. Guards are 22 in. high 





and constructed of cast semi-steel. Used 
on the corners of buildings adjoining 
driveways to deflect the wheel and pre- 
vent hubs from striking masonry. The 
jamb guard can be also used on flat 
walls, where the driveway runs along 
the side of the building. They are 
bolted to the masonry with 1% in. by 8 
in. bolts. List for $5.25. Majestic Co., 
Huntington, Ind. 


Deluxe Grass Shear 


Seymour Smith & Son, Inc., Oakville, 
Conn., has introduced its new No. 157 
“Ezy-Cut” grass shear for 1941. 

It is said to be completely stream- 
lined, compact and highly efficient in 
operation. It features die-cast, zinc al- 
loy non-rusting handles finished in 
orange and black with polished decora- 
tive fluted panel and nameplate. The 
operation is free, smooth and tireless, 
maker states. Narrow, finely tempered 
cutlery steel blades have cadmium rust- 
resisting finish and super-keen edges. 
The shear is easily taken apart for re- 
sharpening and cleaning when neces- 
sary. A novel “thumb-tip” catch is con- 
veniently located on the upper handle, 
and locks the blades securely and 
quickly. “Ezy-Cut” grass shears are 
packed in new attractive individual dis- 
play boxes and shipped six boxes in a 
distinctive colorful display carton. Re- 
tail price $1.25 a pair. 
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**Universal” Ironers 


Four new ironer models have been 
announced in the 1941 “Universal” 
ironer line. Selling features include: 





knee-type “adjust-a-trol” which leaves 
both hands free and starts and stops the 
roll with one push; a lap guard that 
keeps damp clothes off the operator’s 
lap; a pilot light showing when the 
heat is on; a two-speed wrinkle-proof 
roll with a 26-in. ironing surface; an 
economy shoe scientifically designed for 
low current consumption with a non- 
scratch surface; duo-thermostat con- 
trol; wind-away cord hooks; drop-leaf 
end tables with swing-back balanced 
hinges; lock-type casters; ruffling plates 
for ironing ruffles and frills; three-way 
motor switch; trouble-free mechanism; 
and acid-resisting white porcelain en- 
amel table tops. De Luxe Model E92 
has all these selling features and a 
table 18 in. deep. Standard Model E55 
has most of the features of the De Luxe 
model with the exception of the three- 
way motor switch and two end tables. 
Popular Model E37 is the low-priced 
leader with most of the regular fea- 
tures and a table 16 in. deep. Portable 
Ironer Model E22 has a 22-in. roll, hand 
lever roll stop and start, self-lubricating 
50-watt motor, economy shoe, trouble- 
free mechanism, foot treadle or finger- 
tip button to stop roll for pressing, and 
is a 10-in. high machine. Landers, Fary 
& Clark, New Britain, Conn. 


Electric Lawn Mower 


The Sterling Equipment Co., Dan- 
ville, Ill., announces an electric Jawn 
mower that cuts grass with fast driven 
blades that do not rub against a bar 
with no wear or adjustments to make. 
It is said to cut high grass the same 
as low grass leaving no high grass or 
weeds standing after it once goes over 
a lawn. Also trims grass away from 


side walks, trees, shrubbery and walls 
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with one operation. The mower has an 
18 in. cut and is driven by a % hp. 
electric motor operated from any 110- 
volt light socket or wall plug. Manu- 
facturer will sell to retail dealers direct 
from factory. Exclusive dealerships will 
be granted in smaller communities. 


“Benton Safety Tool” 


Performs functions of an axe, pick- 
axe, chisel, crow-bar, pinch-bar, sheet 
metal ripper and spreader, spanner 
wrench, for pin lug and rocker lug hose 
couplings, fire hydrant wrench, wrench 
for round head and square base sprink- 
ler heads, for gas valves, and cutting 
electric wire. Tool is said to be made 


of high-grade alloys which withstand 





percussive blows, and a steel which 
holds a keen cutting edge, and which 
is of high tensile strength and ductility. 
Benton Tool Corp., 425 Engineers Bldg.., 
Cleveland, Ohio. 
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| Victor Mouse and 





Globe Electric Range 

Model No. 5131E-D—has streamline, 
non - glare, crystal - ray 
Dutch Oven 


low - mounted, 
lamp, and minute minder. 














and Dutch Cooker well cooks with re- 
tained heat, using only 20 minutes of 
electricity for every hour of cooking, 
maker states. Other features are: 
newly designed “Plaskon” handles; 
dome-type cover on Dutch Cooker well; 
sizzle - serve 


warming compartment; 
broiler; signal lights, and one-piece 
main cooking top. Globe American 


Corp., Globe Stove & Range Division, 
Kokomo, Ind. 

















T’S the mouse in your customer’s 

kitchen which sells the mouse 
trap. And at this time of the year, 
when cold weather has driven thou- 
sands of the pesky rodents indoors, 
you'll do a “Shot cake”’ business in 
Victor Mouse and Rat Traps. 

Put a Victor Tub or Counter Pack 


out in front where people will see 


them and be reminded to buy. 
Mark Victors on the list to order 
when your jobber salesman calls 
next time. 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. 








Rat Traps 














L & H Electric Range 


“Sheridan,” No. 8808B, white porce- 
lain enameled. Has twin lamp with 


built-in combination time control and 





en tt 











minute minder. Three-way selector 
switch automatically turns on and off 
the oven, appliance receptacle, and the 
“Handy” cooker and left front unit. 
Other features are “5000” Hi-Broil su- 
per oven with equalized heat; Multi- 
Matic oven temperature control; inner 
oven light; two oven units; smokeless 
chrome broiler rack; one-piece wrap- 
around body, and one-piece acid-resist- 
ing porcelain efficiency top and back- 
guard with chrome panel. A.J. Linde- 
mann & Hoverson Co., Milwaukee, Wis. 


Emerson Tubes-Parts Deal 


The Emerson Radio and Phonograph 
Corp., New York City, is currently mer- 
chandising through its distributors a 
package of 30 tubes in conjunction with 
a kit of parts most frequently used in 
every day service jobs. The tubes com- 


Heat Actuated Device 
For Door Closers 


Said to perform 4ll functions of a 
standard door closer. Designed to ar- 
rest spread of flame, smoke and heat by 
automatically closing a _fire-resisting 
door when surrounding temperature is 
above 135 deg. Also provides means to 
hold door open when desired. Device 
is attached to a special arm of a stand- 





prise 14 types extensively used in the 
majority of radio receivers sold by the 
industry during the past three years. 
Besides being fast-moving types, the 
tubes in this deal are available to deal- 
ers and servicemen on an attractive 
basis. Together with the tubes, a kit 
of standard parts, consisting of volume 
controls, condensers, electrolytics and 
filter chokes that can be used in 90 per 
cent of all service work, is also made 
available in an unusual promotion for 
a limited period of time. 





“*Econ-o-Matic” Garage Set 
The Stanley Works, New Britain, 


Conn., has announced a new garage 
hardware set that works on the prin- 
cipal of the “swing-up” design. Very 
little effort is required to open the door 
—a mere turn of the handle and the 
deor glides up and rests securely over- 
head, maker states. The set is for 


doors weighing not over 150 lbs. and up 
to 8 ft wide and 6 ft. 6 in to 7 ft. high. 
The set which consists of the hardware 





only is packaged complete in a carton; 
a feature which enables dealers to carry 
it as a shelf item. Consumer circulars 
are available to dealers for distribution 
to the trade. 


ard door closer and consists of a hous- 
ing resembling an automatic sprinkler 
head. A quartzoid bulb contains an ex- 
panding thermal liquid which bursts the 
bulb when temperature rises to 135 deg. 
F., relieving pressure on the plunger 
and thereby allowing door closer to 
function normally, closing the door. De- 
vice requires no attention. John H. 
Derby, One Madison Ave., New York 
City. 
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-National Hardware Open House 


(Continued from page 50) 


tomers. The company’s consumer 
advertising has been planned to ac- 
commodate Open House, and the ads 
will carry copy to the consumer 
about the event. 


Rogers’ Isinglass & Glue 
Co., Gloucester, Mass. 
With its special Open House deal 
enables hardware dealers and whole- 
salers to market its liquid fish glue 
with a 38 per cent profit, backed by 
national advertising and _point-of- 
sale display. The deal consists of 
six gills, three half pints, three pints, 
and one half pint free of Roger’s 
glue, with a retail sale price of 
$6.35; total profit, $2.45. A display, 
with a special top piece, is furnished 
free and after Open House, the top 





Display piece accompanying the 
Rogers special Open House deal. 


piece may be removed and the dis- 
play used through the year. Each 
display comes in a separate carton; 
freight allowed on 12 or more 
cartons. 


Frank A. Hoppe, Inc., 
Philadelphia, Pa. 


Has planned its Open House offer- 
ing along consumer lines—a deal 
which dealers may offer their cus- 
tomers, consisting of a regular-sized 
canister of gun cleaning patches 
free (size to be selected) with the 
sale of every cleaning pack. Thus 
the consumer gets a $1.25 value for 
$1.00. In addition the company is 
offering dealers and wholesalers the 
16-page booklet, “Hoppe’s Guide to 
Gun Cleaning,” with or without im- 
print for free distribution; a win- 
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dow sticker, picturing the gun clean- 
ing pack; a selection of advertising 
cuts; a two-colored catalog insert 
page, and the Hoppe patch sampler. 


Speedway Mfg. Co., 
Chicago, II1. 


Has developed a demonstrator kit 
to stimulate sales of its small home 
workshop drill. The kit, to which a 





Speedway demonstrator kit. 


drill is attached by a chain, con- 
tains blocks of wood and iron for 
prospective customers to drill holes 
in. Entire display is held in an at- 
tractive steel case with hinged top. 
Display occupies less than a square 
foot of counter space when set up. 
It is offered free to dealers. 


Union Steel Products Co., 
Albion, Mich. 


With its new line of “Hi-Lo” pic- 
nic stoves featured for Open House, 
is introducing a new carton which 
also serves as a carrying case. The 
folding broiler, sold as a separate 
item, will fit in the carton along 
with the camp stove. 





Carton carrying case. 
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FOOT Titees ‘rae. 
An Open House Leader 





An Outstanding Value 
Regular Price $1.25 
Open House $!2> 89c 
ORDER THRU YOUR JOBBER 
made by 


Ontario Knife Company 


Franklinville, N. Y. 

















for NATIONAL HARDWARE 
Open House — May | to 10 


An assortment of six scales packed in 
carton with free display material. 








@ Two No. 733 scales— 
one white, one ivory. 
Special value. 


poy, 


( ~y 
A} 


@ Four housshetd scales 

—— 5070. All white 

aoe with red or black 
platforms. 

This is a new scale 
titted with unbreakable 
clear plastic covered 
dial. A new standard of 





Free displays for both scales. 
HANSON SCALE CO.. 525 N, Ada, Chicago 

















The Western Convention 


(Continued from page 71) 


of complaints. 4. That the field 
man’s activities also be directed 
toward contacting industrial con- 


cerns and institutions, both by _per- 
sonal call and letters, asking that 
they cooperate with the retail hard- 
ware trade, by discontinuing the 
purchase of merchandise for their 
employees and friends. 5. That all 
members be furnished blanks with 
which to file complaints. That all 
complaints referred to the Hard- 
ware Trade Relations Committee be 
given a code number, the dealer’s 
name to be detached from same, 
but retained by the office.” 

P. W. Dibble, International Har- 
vester Co., stressed the need of store 
modernization to aid implement 
sales citing examples that proved 
his point. George A. Holmes, J. I. 
Case Co., talked on selling methods, 
giving good and bad examples of 
dealers whose activities he had 
studied. An inspiring address “Pre- 
paring for Tomorrow’s Opportuni- 
ties” was delivered by Robert L. 
Hill, University of Missouri, who 
mixed humor with logic and made 
a great hit with his audience. He 
was thoroughly optimistic in his 
view of the future for those who 
qualify and urged that dealers en- 
courage more home building and 
home owning as a stabilizing factor 
in our national and economic life. 

The importance of an adequate 


repair stock on implement parts 
was discussed by H. K. Nelson. 
Minneapolis-Moline Power Imple- 
ment Co., and C. R. Hunt, Oliver 


Farm Equipment Co., spoke of ad- 
vertising as the surgst and cheapest 
method of telling the 
about your services and wares. 

L. H. Dunton, Arcadia, Kan.. re- 
ported as chairman of the Power 
Farming Trade Relations Commit- 
tee, urging dealers to build up ade- 
quate stocks in 1941 against the 
time when parts and equipment may 
be scarce due to defense needs. 

Because of its general interest to 
both hardware and implement deal- 
ers, the talk “Dealers’ Opportunities 
in 1941” by Harry Dempster, presi- 
dent, Dempster Mfg. Co., Beatrice. 
Neb., and of the Farm Equipment 
Institute, will be published, in a 
later issue, in some detail. 

Rivers Peterson, managing direc- 
tor, N.R.H.A., outlined the plans, 
promotion and display pieces for 
Spring National Hardware Open 
House as it will be developed in 
1941 and urged wider participation 


most people 


in this industry-wide promotion 
event. 

Resolutions passed by the conven- 
tion included opposition to com- 
pany-owned paint stores that com- 
pete with retail dealers; company- 
operated tire stores; the selling at 
wholesale prices to consumers by 
wholesalers incident to industrial 
customers who request such dis- 
counts; and against trade diversion 
generally. Approval was expressed 
for the revised Patman chain store 
bill “in principle”; the trade-in 
manual; fair trade laws and a wider 
participation in fair-trade contracts 
by manufacturers serving the hard- 
ware field; larger discounts to stock- 
ing implement dealers and further 
cooperation with the development of 
the 4-H Clubs. Another important 
declaration was the following: 

“That the practice of some major 
appliance manufacturers of selling 
electrical appliances to rural elec- 
trification consumers through co- 
operatives at greatly reduced prices 
in competition to regularly estab- 
lished dealers is unfair. We there- 
fore ask our office to use every 
means within their power to elimi- 
nate this type of competition.” 

George B. Straight, Eureka, Kan.. 
was elected president and Clarence 
R. Waters, Junction City, Kan., is 
the new vice-president. New direc- 
tors are: E. G. Stucker, Ottawa. 
Kan.; Ralph Rust, Parsons, Kan.. 
and retiring president Eddie Potter, 
Macon, Mo. 

The Western Peerless Quartette 
was, very much on the 
job during the convention as indi- 
cated by the action photo with this 


of course, 


story. 


The Wisco Convention 


(Continued from page 88) 


with another. Models 
gowns in these colors demonstrated 
the color harmony feature by pos- 
ing at different times against back- 
grounds of all the Regency colors. 

Joe Voegeli, J. A. Voegeli Hard- 
ware, Monticello, Wis., was elected 
a director of the company for three 
years, succeeding George Crumb, of 
Whitewater whose term expired. 
Other directors and officers reelected 
were as follows: Roy Beat, Mt. 
Horeb, president; Darwin Follett, 
Coloma, vice-president; P. M. El- 
lingson, Edgerton, treasurer; and 
J. A. Fitschen, Madison. secretary 
and general manager. 


wearing 
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Left to right, seated: G. F. Sheely, managing director; Homer Hipskind, 
president; Jesse E. McCoy, vice-president; Roy H. Hunter, director; 


Charles W. Link, director; Elmer A. Hummer, director. 


Standing. Carl 


W. Spiess; Julien Elfenbein; Col. Roscoe Turner; Paul Ulrich, advisory 
board, and Carl A. Miller, advisory board. 


“Be Prepared in 1941” 
Is Indiana Keynote 


ITH the ringing theme of “Be 

Prepared” and a program that 
fairly bristled with speeches and 
resolutions having to do with pre- 
paredness, the Indiana Retail Hard- 
ware Association meeting in In- 
dianapolis, Jan. 28-31, for its 42nd 
annual convention went on 
as a group of sincere business men 
bent on building a better future 
through present initiative. 

The president’s luncheon opened 
the convention. Governor Henry F. 
Schricker, governor of Indiana, made 
the first address. 

A. G. Bryant of Chicago, past 
president, Associated Machine Tool 
Dealers of America, spoke on “Be 
Prepared—For Widening Horizons.” 
Mr. Bryant, who had just returned 
from Washington, D. C., where he 
was in a conference with William 
Knudsen, said, “The business tempo 
of the future will be governed by 
the outcome of the present turmoil.” 

Rivers Peterson, managing direc- 
tor, National Retail Hardware Asso- 
ciation, in a talk entitled, “Presenta- 
tion of ‘Spring Open House’ Promo- 
tion,” described the marked success 
which the National Hardware Open 
House plan has enjoyed. 

A five-point program was outlined 
by Mr. Peterson for the hardware 
merchant to follow in obtaining the 
very best from the Open 
House campaign. It was as follows: 
(1) Decorate your store; (2) spot- 
light certain pieces of merchandise; 


record 


results 
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(3) trim windows; (4) use direct 
mail (take advantage of free circu- 
lars supplied by your wholesaler) ; 
(5) advertise in local paper. 

Carl A. Miller, Kendallville, Ind., 
dealer, speaking on “Be Prepared 
To Celebrate Spring Open House,” 
said: “I plan our Open House, in the 
same manner one would plan a party 
in his home. First, invitations must 
be sent. Secondly, the store must 
be made ready. And, lastly, when 
guests arrive they must be cared 
for cordially and graciously. The 
invitations,” Mr. Miller continued, 
“are several hundred sheets of a 
newspaper on which our advertise- 
ment appears. These are mailed out 
to householders in the surrounding 
community. In making up the news- 
paper advertisements, we use the 
broadsides prepared by the jobbers. 
After the invitations or announce- 
ments of the coming event are in the 
mail, our store is given a general 
house-cleaning. Special displays are 
arranged and price tags are placed 
on everything. With an easily read, 
quickly discernible price tag, the 
customer is able to make his own 
selection. The store is decorated 
with banners which come in the 
Open House kit. The windows are 
given special attention with each 
itme displayed bearing a price tag. 
Attractive windows sell much mer- 
chandise of themselves.” 

Members of the convention were 
aroused to a new enthusiasm re- 
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DAYLIGHT-CLEAR TRANSPARENT 
DURABLE WINDOW MATERIAL 
NEW EXTRA SALES — BIG PROFITS 
A yee R-V-Lite creates sales over and 


over again because customers 
find so many more uses for it! 
“| Dealers everywhere report it's 
fast becoming the leading seller. 
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Hot and Cold Beds, Storm 
Doors, Sun Porches, Factory ne 
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SUN PORCHES 


POWERFUL NATIONAL ADVERTISING 

nage you sell more 

-V-Lite! Sales 

helps include Window Posters, 

Counter Displays, Descriptive 

Samples. 

te comes in 50 foot and 

. 36 inches wide, 
packed individual carton. 
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DEALERS! Write today for 
money-making proposition and 
free sample! 
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ZERO 


IS THE ACID TEST 
OF AXE QUALITY 





THAT’S WHY 
VAUGHAN’S SUB-ZERO 
AXE SELLS ON SIGHT! 


The only - 


with all these features— 
yet costs no more! 


1. An entire blade of high grade 
tool steel, selected for its cutting 
qualities. 

2. Tough Steel Head. 

3. Patented electric fusion process 
followed by a special double heat 
treatment. This process, exclusive 
with Vaughan, makes a true SUB- 
ZERO AXE. 

4. No finer Axe at any price. 

5. Custom Built for cold climates. 
6. Designed for chopping at tem- 
peratures as low as 50° below zero. 
7. It takes less strokes with a 
VAUGHAN SUB-ZERO AXE. The 
thin blade is the reason. 

8. Vaughan's exclusive new and 
distinctive striped finish on the 
head. Trade Mark Reg. U. S. Pat. 
Off. Furnished in all standard 


patterns. 


WRITE YOUR 
JOBBER! 





VAUGHAN & BUSHNELL 


MANUFACTURING COMPANY 


2114 CARROLL AVENUE CHICAGO, ILL 
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garding the possibilities of electrical 
appliances through C. V. Sorenson of 
Hammond, Ind. Mr. Sorenson’s dis- 
cussion on “Be Prepared—To Ad- 
vance with the Future of Hardware 
Retailing” disclosed the sales oppor- 
tunities that were to be had in the 
rural districts. 

An increased knowledge of mer- 
chandise, according to Harold A. 
Daschner, manager, Michigan Retail 
Hardware Association, Lansing, is an 
excellent way to meet competition. 
In his address, “Be Prepared—To 
Meet Your Competition.” 

“When someone comes in,” Mr. 
Daschner continued, “and wants to 
buy a lock don’t just pick up a cheap, 
little old lock that a cheap skeleton 
key will open. Make an effort to 
sell a better lock; by so doing you 
are selling more than just a lock, 
you are selling privacy and security. 
Ask the customer where the lock is 
to go. If it’s to go on a bathroom 
door, show him a bathroom lock 
with an emergency opener on the 
outside.” “Another thing,” Mr. 
Daschner pointed out, “while your 
lock sale is transpiring, talk to the 
patron about a master key set for 
his home. People like the one key 
idea. And in connection with locks, 
when you read in the paper about 
there being a prowler in the vicinity, 
clip the story out and paste it on a 
card,” 

A little one-act play which ex- 
posed the evils of the discount 
houses opened the third day of the 
convention. Julien Elfenbein, edi- 
tor, House Furnishing Review, New 
York City, and Carl Spiess of the 
Wm. H. Block Co., Indianapolis, 
were the players. 

In his talk, “Be Prepared—To Dis- 
courage Trade Diversion,” which fol- 
lowed, Mr. Elfenbein said: “In the 
United States two ‘billion dollars’ 
worth of business a year is being 
taken away from legitimate chan- 
nels by the discount houses. These 
houses which have no other stock on 
hand than discount catalogs are tak- 
ing 10 to 40 per cent of the retail- 
er’s profit.” 

Rivers Peterson’s discussion of 
legislative needs urged the passing 
of the new chain store tax bill, 
known as H.R. 1, which has been 
introduced in the 77th Congress of 
the U. S. by the Honorable Wright 
Patman. 

Among the resolutions passed at 
the convention was one indorsing 
the Patman Bill. Other resolutions 
included one pledging support to 
the national and state governments 
in the defense preparedness made 
necessary by world conditions; one 


opposing the selling of employees, 
employees’ friends, or the general 
public on a discount or wholesale 
basis; one opposing any state wage 
and hour legislation; and an indorse- 
ment to the promotion of the Na- 
tional Hardware Spring Open House 
scheduled for May 1-10, 1941. 

Col. Roscoe Turner of the Munici- 
pal Airport, Indianapolis, made the 
final address of the convention with 
“Be Prepared—To Rally to the De- 
fense of Our Country” as the topic. 

New officers elected were as fol- 
lows: Homer Hipskind, president, 
Wabash; Jesse E. McCoy, vice-presi- 
dent, Cloverdale; G. F. Sheely, 
managing director, Indianapolis. Di- 
rectors: Roy H. Hunter, Versailles; 
Charles W. Link, Rockport; Elmer 
A. Hummer, Lakeville. Advisory 
Board: Paul Ulrich, Indianapolis; 
Carl A. Miller, Kendallville. 


They Sell Fishing 
Tackle the Year ’Round 


(Continued from page 41) 


just ready to snap a bait. They 
were attached to the glass and 
were enough to win any sports- 
man’s attention. A neon “Fishing 
Tackle” sign in the window and 
indirect floodlighting attracts the 
night passersby. 

Like most merchants located in 
small communities who deal in 
sporting equipment, Mr. Lang 
fully realizes the potential market 
composed of hunters and fisher- 
men “just passing through” on 
the way to the scene of their out- 
ing. Like other sectors of the 
tourist trade, but perhaps to a 
greater degree because of their 
fickle tastes, sportsmen are in- 
clined to make major additions to 
their equipment after leaving the 
home city. Not only do they pur- 
chase items forgotten in their orig- 
inal planning but they look to the 
local merchant as a reliable ad- 
visor on the type of basic outfit 
best suited to local game and con- 
ditions. The wise dealer will make 
it his business to be well informed 
about hunting and fishing condi- 
tions at all times. 

Point-of-sale displays, furnished 
by the manufacturer, are much in 
evidence. These silent sales stimuli 
get in some telling blows with 
people who want to be absolutely 
sure they have just the right 
paraphernalia. 
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Whether they know it or not ... people who take pride in 
their lawns, flower beds, trees, shrubs and gardens ... WANT 
Milorganite. Because here is a remarkably efficient fertilizer 
A that is SAFE for anyone to use 

.- @asy to apply, long-lasting in 
effect, non-burning, and exception- 
ally CLEAN and ECONOMICAL. 


Conveniently packed in sift-proof 
bags . . . 25, 50 and 100 Ibs. 
Write for descriptive literature 
and name of the nearest Milor- 
ganite Distributor. 


THE SEWERAGE COMMISSION 
Dept. H-220, Milwaukee, Wis. 

















LONG LASTING 


NON-BURNING 
EASILY APPLIED 


—— 
<< 
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te Exceeds the rigid strength specifi- 
cations of the U.S. Gov't., States, 
Municipalities, railroads and in- 
dustrial users. Top quality--yet 
reasonably priced. 5 other 

brands for every require- 

ment. Sold thru leading 


jobbers everywhere YS 


YT ' 
rs 
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PURITAN 
CORDAGE MILLS 


LOUISVILLE, KENTUCKY 


BSI LPH. HO Mh 0d CME AMA 


Fpl Proc cal booklet to help dealers make more money on sash cord Write now 





FEBRUARY 20, 1941 








HEAVY GAUGE 
WASTE CONTAINERS 


and 


REFUSE BURNERS 


A Special VALUE 


because ....:-. 

@ its high quality steel, 
about %” thick, is the 
by-product of other man- 
ufacture, therefore 

@ it is priced far below its 
retail worth, and 

@ its large perforated holes 
permit free drainage of 
water, assuring long use- 
ful life. 

@ Securely welded seams 
and re-enforced. 


Write for literature and 
wholesale prices. 


Mat: 


Harrington & 


RATING 





PERFO 





5659 Fillmore Street @ CHICAGO, ILL. 


dike out thase 
Expenber 


Overhead... 
Operating . . 





$xxxx 
XXX 
XXX 


. XXX 
. xxx 
. xx 


NET PROFIT ° 








$xxxx 


INCREASE YOUR NET PROFIT 


With YOUNGSTOWN PRESSED STEEL KITCHEN 
EQUIPMENT . . . 
MAIL THE 
COUPON 


* Popular-priced, matched sinks, 

wall and base cabinets of beau- 
tiful and permanent enameled steel— 
that enable you to sell a kitchen of any 


MAKE SOME REAL size or price 


MONEY IN a 





‘aes Su eee @weeeeeeeaeneaeae es & 
Youngstown Pressed Steel Div., Dept. 110 
Mullins Mfg. Corp., Warren, Ohio. 

Please send me complete information about the YPS proposition and 
selling plan 























Name o te abs 

Address 

City State wa-24! 
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@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 

“metal belt lacing that can be put on with 
a hammer.’ 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Alli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, has 
brought about this remarkable acceptance 
for Alligator. 

Don’t let this profitable business get 
away from you because you can't deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 


tha | Just a hammer to apply it 


grip protects belt ends 


Write for Handy Size Chart 


ALLIGATOR 


STE EL BE LT WGN G 


Two Big V Values 


in Lawn Sprinklers 


for quick sales with 
good profits—here are 
two dandy leaders 
one at 


50c 


This little red- 
headed turbine 
will please your 
customers be- 
cause there are cnly three parts to it 
nothing to get out of order. Does a fine job 
on the counter or on the lawn 








For your quality 
trade, you need 4 


not hesitate to > di) 
suggest the = 
Floating Head ar 
Model at 


$2.50 


It's a lifetime Pare T 
kler as the hea \ 
tually floats —! “ Es 
cushion of water. No 
metal to metal bear- 
ings — nothing to 
wear out. It's guar- 
ant 








remax oducts 
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Drives straight. Compression 


Smooth on both faces. Em- 
beds in belt. Rocker hinge 
pin. Joint easily separated. 













“Be Prepared” Is Slogan 
at Panhandle Meeting 





Left to right, front row: M. L. Purvines, retiring president, Panhandle, 

Tex.; W. H. Spaulding, president, Clovis, N. M.; S. P. Rosson, vice- 

president, Hereford, Tex.; C. L. Thompson, secretary-treasurer, Canyon, 

Tex. Rear Row: G. Buchenau, director, Tulia, Tex.; A. S. Meinecke, 

director, Lubbock, Tex.; C. Harrison, director, Memphis, Tex.; E. R. 

Yates, advisory board, Lamesa, Tex.; J. A. Blackwell, advisory board, 
Friona, Tex. 


HE Panhandle Hardware and 

Implement Association, that cov- 
ers the high plains areas of Texas, 
New Mexico and Oklahoma, held its 
32nd annual convention in Amarillo, 
Tex., on Jan. 27-28, with the timely 
slogan, “Be Prepared,” as the con- 
vention theme. President M. L. Pur- 
vines, of Panhandle, Tex., presided 
at all sessions. 

The annual election of officers, 
held at the closing session, elevated 
W. H. Spaulding, of Clovis, N. M., 
to the presidency. S. P. Rosson, 
Hereford, Tex., senior director for 
1940, was placed in the vice-presi- 
dent’s chair. C. L. Thompson, Can- 
yon, Tex., was reelected secretary- 
treasurer. One new director, Carl 
Harrison, of Memphis, Tex., was 
*chosen. 

Other hardware men on the board 
of directors for 1941 are: George 
Buchenau, Tulia, Tex.; L. C. Harp. 
Matador, Tex.; Paul Wilmot, Ros- 
well, N. M.; Ernest Lee, Wheeler, 
Tex.; A. S. Meinecke, Lubbock, Tex. 
The board of advisers is composed 
of the retiring president, Mr. Pur- 
vines, and former presidents, E. R. 
Yates and J. A. Blackwell. 

The president of the association, 
Mr. Purvines, sounded the keynote 
of the entire session in his speech. 
“Be prepared to keep step in the 
program for national defense, for re- 
ligious, moral, economic, physical 
good,” urged the speaker. 

Dr. Thomsen, pastor of the Cen- 


tral Presbyterian Church, Amarillo, 
who also delivered the invocation, 
spoke upon the subject, “Be Pre- 
pared to Meet the Trends of Our 
Country.” He traced the history of 
the nation from its day of isolation- 
ism to the present with its Interna- 
tionalism. In closing, Dr. Thomsen 
pointed out that America in the fu- 
ture will be called on to police the 
world. He then asked the pointed 
question, “How will we do this, as 
leader and counsellor or as bully 
and brute? The American people, 
you and I must answer this ques- 
tion.” 

Dr. J. O. Ellsworth, head of the 
department of Economics and Busi- 
ness Administration, Texas Tech- 
nological College, Lubbock, Tex., 
spoke on the subject, “Be Prepared 
to Meet Changing Conditions,” 
stressing the fact that the hardware 
merchant is in business to meet the 
wants of the people. 

In step with the radio world of 
today, a quiz feature was an open- 
ing spot on the Monday afternoon, 
Monday evening and Tuesday morn- 
ing programs with “Dr. Hardware,” 
“Dr. Peddler” and “Dr. Implement” 
impersonated by A. S. Meinecke, 
Lubbock, Tex.; Murray Elson, Ama- 
rillo, and George Buchenau of 
Tulia. These features gave useful 
information and afforded fun for the 
convention. 

First speaker on the Monday after- 
noon program was “Bill” Stout, rep- 
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| Gooutel Deal 


ROGERS DISPLAY OFFER 


For National Hardware Open House 








Cost Sell for 
$1.20 . 6 Gills . $1.80 
1.00 3 Half Pints.... 1.50 
1.70 . 3 Pints 2.55 
FREE | Half Pint FREE .50 
$3.90 Sell for $6.35 


Cost 3.90 


PROFIT $2.45 








Glueky is selling Rogers Glue 
to over 2,000,000 families per 
month by national advertising . . . 
Rogers hardware selling 
plan protects you and offers you more 
profit so order your supply at once! 


“OLE DOC GLUEKY" —» 


exclusive 


POPULAR 
MCECHANI 











No. DS41 STANDARD ASSORTMENT 


pnp Alp 
THE LUCKY DOG KIND” 





-——COLORFUL DISPLAY STAND—NO CHARGE——| 


The DS41 Assortment is a complete line of Spring and 
Summer merchandise comprising twenty-nine items to- 
gether with an attractive, colorful display sign. A 
"Sporting Goods Department" at a low cost. 

Your Cost . $35.50 

List Value . $57.65 











WRITE YOUR JOBBER FOR COMPLETE INFORMATION 
OR 


THE DRAPER - MAYNARD CO. 


400 YORK ST. DEPT. HA CINCINNATI, OHIO 























KILLS APHIS 


“Black Leaf 40” 
tions controls aphis, 
mealy bug, most thrips, young sucking bugs, 


sprayed according to direc- 
leafhopper, lace bug, 


leaf miners and similar insects. Used by gar- 


deners and flower growers. 


KILLS POULTRY LICE AND FEATHER MITES 


Economical and easy to use—Our “Cap Brush” 
saves money for you! One in every package. 


Sell "Black Leaf 40" and Make 
More Money 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
INCORPORATED — LOUISVILLE, KENTUCKY 











FEBRUARY 20, 


1941 
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HERES THE BICCEST 
STORE EQUIPMENT 





LOOK WHAT HELLER 
EQUIPMENT WILL DO 
FOR YOU— 


@ Increase Sales 

@ Beautify Your Store 
@ Attract Trade 

@ Properly Display Mer- 

chandise 

Free Store Plans—lIllustrated Literature—Catalogs. You owe it 
to yourself to find out how little Heller Store Equipment costs and 
how much good it will do you. It’s the best investment you can 
make. Heller Hardware Store Fixtures are the results of 50 years 
of consistent designing and manufacturing. Stores all over the 


world bespeak their quality and low prices. Write today for 
complete details. 


W. C. HELLER & COMPANY 


241 Bryant St. 330 Hudson St. 
Montpelier, Ohio New York City 
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“We have er or rollers 
Fence © sal re the only * ee did 
years, a old that staye’e ifying 4s 
we ev me ck on us ell satisie 
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our Prime 1 a E no 
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Proving you can sell profit-building 


PRIME 


Electric Fence Controllers 
. . . with freedom from trouble 


. keeping customers happy 


This famous, nationally-advertised line 
is your answer to the question, “How 
can I get some of those electric fence 
profits without headaches?” 
Thousands of farmers are enjoying the 
savings of electric fence — more thou- 
sands want to. 
Prime safety (high-line models approved 
by Underwriters’ Laboratories), depend- 
ability, and, fame make Prime easy to 
sell. And Prime “looks like the money.’ 
Battery or high-line — complete price 
range. Get started mow, Ask your im- 
ap hardware, or electrical jobber. 
rime sells only through jobbers. 


The Prime Mfg. Co. 


1669 S. First Street 


Milwaukee, Wis. 
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resentative of the Tru-Test Market- 
ing and Merchandising Corp., Chi- 
cago, Ill. His subject was “Be 
Prepared to Advance With the Fu- 
ture of Hardware Retailing.” 

“The first job of the merchant,” 
said the speaker, “is to know how 
to buy, to know what to buy and 
when to buy.” “Buy what the con- 
suming customers are buying”; 
“Don’t stock up heavily on trace 
chains and buggy whips”; “Meet the 
consumer wants of today, fill the 
transporation accessory’s need of to- 
day, not of 20 years ago,” were tell- 
ing sentences of Mr. Stout’s talk. 

The speaker then gave high want 
items of the hardware store. Paint 
leads the list, tires and lubricating 
oils follow next, refrigerators come 
fourth, stoves sixth. A big turnover 
item, files, headed the tools in de- 
mand, with hacksaw blades next. 

The way to know what the con- 
suming world is buying is to go to 
their own homes, was pointed out 
by the speaker, who urged the hard- 
ware men to remember that profit 
is the reward of management and 
not of sales. 

Hobart Thomas, manager of the 
Association Service, National Retail 
Hardware Association, Indianapolis, 
Ind., handled the subject, “Be Pre- 
pared to Profit by Spring Open 
House.” He showed banners, plac- 
ards, window signs prepared by the 
association to help the retail mer- 
chant put over Open House idea. 

The Monday evening program was 
devoted to selling. Byron E. Lopp, 
sales-engineer, Albuquerque, N. M., 
discussed “How to Use New Methods 
in Selling.” Highlight phrases of 
the address were: “Good will is the 
key to success, and it can be built” 
“63 per cent of success is the human 
element”; “A salesman is an actor 
on the stage of commerce, so be nat- 
ural, choose the greeting, the words 
that best fit your personality”; “Al- 
ways let the customer set the pace. 
He will soon give a clue to his main 
interest. Catch that interest and sell 
from that point”; “Follow the cus- 
tomer’s speed, never lead.” 

The last morning of the conven- 
tion was given over to the implement 
business and its demands. 

S. P. Rosson, Hereford, Tex., pre- 
sented information concerning Pan- 
handle Implement Week, and urged 
dealers to be prepared to profit by 
the event. Methods suggested were 
to clean up, listen to comments and 
casual conversations among custom- 
ers in the store to determine their 
needs and wants, visit customers in 
their homes and on their farms. 

Earl Gaffney, sales manager, 


Dempster Mill Mfg. Co., Beatrice, 
Neb., spoke on the subject, “Be Pre- 
pared to Follow the Trend of the 
Implement Business for 1941.” Mr. 
Gaffney urged the dealers to thor- 
oughly sell the farmers the value of 
following new methods of farming, 
conservation and reclaiming. Care- 
ful management, good service, out- 
standing salesmanship were the 
points for success in following the 
trend of the implement business 
through to success for 1941 accord- 
ing to the speaker. 

Fred Taylor, past president, West- 
ern Retail Implement and Hardware 
Association, and representative of 
the National Retailers Implement 
and Hardware Association, of Lyon, 
Kan., spoke on “All Aboard for Bet- 
ter Service to Our Customers.” Mr. 
Taylor urged dealers to make their 
business a friendly service store, to 
deliver as well as get full value, to 
sell used but useful merchandise 
in trade-in sales. He suggested a 
workable plan for increase of capi- 
tal for the business by putting aside 
one 5-cent piece of every dollar in 
cash sales, in accounts and notes 
paid, this 5 cents to be used for 
business increase alone. 

Two speakers were on the closing 
afternoon program. FE. A. Eudaley, 
extension dairyman, A. and M. Col- 
lege of Texas, College Station, Tex.. 
discussed “Stabilizing the Livestock 
Business,” and Ray H. Knoohuizen, 
Dallas and Plainview, Tex., handled 
the subject, “Be Prepared to As- 
sume Your Responsibility.” 


Resolutions Adopted 


The convention went on record in 
its resolutions as opposed to in- 
creased and new taxes without read- 
justing and rearranging of existing 
taxes. They endorsed the H. R. 1 
tax measure now before Congress. 
They recognized the need for new 
revenues to meet war preparedness 

—or peace preparedness, as they 
hope, but asked that drastic econo- 
mies be practiced elsewhere to offset 
these needs. 

All entertainment features of the 
convention were arranged and fur- 
nished by members of the “PHIT 
Club,” Panhandle Hardware and Im- 
plement Travelers, and their wives. 
The annual golf tourney and skeet 
shoot were held on Sunday after- 
noon. Visiting ladies were guests 
at the country club for a luncheon 
and games tourney on Monday and 
were tendered a luncheon and en- 
tertainment on Tuesday. The con- 
vention closed on Tuesday evening 
with a banquet, floor show and 
dancing. 


HARDWARE AGE 











Ss ©“ 2 Ge me 





Ay 


a 


a A he 










FARRELL-CHEEK 


FIRE-FIKER 








O + 
Clinker Tongs 


Fire Hooks 








Pokers 





Back Up Wrenches 
Clinker Hooks 


RIGID CONSTRUCTION AND EASY USE 
MAKE FIRE-FIXER TOOLS A FAST MOVING 
AND PROFITABLE LINE. 


ASK YOUR JOBBER 
FOR CATALOGUE AND PRICES 
SANDUSKY, 


FARRELL-CHEEK STEEL CO. “‘Sii0 




















Store a Chance at 
the Rich Beauty- 
Appeal Market... 


ELCOME some glamour in among your 
| 






tools, paints and home appliances— 
Ebonettes, the beauty aid glove for the 
home. New, different—no rubber, made of 
all-neoprene, DuPont’s miracle synthetic— 
guaranteed to protect women’s hands for | 
6 months against oils, dry cleaners, paints, 
any home liquid. New type non-slip finish 
that really holds soapy dishes. Thousands | 
of stores have found that Ebonettes self- | 
seller display shows unusual profit on its | 
6," x 814." of counter space. Nationally | 
advertised to millions of women. A fast- | 
selling specialty — not ordinary rubber | 
stands paints and household gloves, Call your wholesaler— | 
paint removers. or write us today. 


The Pioneer Rubber Co., Willard, Ohio Bay 


FEBRUARY 20, 1941 


Every woman paint 
buyer an Ebonettes 
prospect — only 
kind of glove that 


























SURE SELLERS 


in the "DOG HOUSE" 


There is a group of merchandise items 
so reliable, so established, so sure of 
a‘ steady profitable sale that they get 
little thought or consideration. They 
are stocked in the darkest corner, they 
get no benefit of salesmanship or dis- 
play — and yet they are the Sure Sel- 
lers. They don’t go out of style, they 
don’t depreciate, and they sell right 
through the year at a good honest profit. 
Of this group none more dependable than 

SAMSON SPOT SASH CORD 

PHOENIX SASH CORD 

WHALE CLOTHES LINE 

SAMSON MASON'S LINE 
ond the wide variety of other braided cords which we 
make, meeting all requirements for quality and price. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 









Help Pay the Rent 
SHARPENING 
LAWN MOWERS 





You can make some nice 
extra profits this Spring and Summer 

with the Foley Electrakeen Lawn Mower Sharpener. 
No experience needed to turn out perfect work quickly and easily. 


You get $1.00 or more for each job,—it costs only 1¢—09¢ is profit! 
The Foley sharpens all sizes and types in 15 or 20 minutes—uses 
same method as lawn mower factories. Simply put the mower in 


the machine and turn on the power. J. Garcia made $750.00 in 

spare time his first season. A. Jacobsmeyer sharpened 1665 mowers 

last year. 

PREE PLAN shows you how to start. Here is a ser 

vice your customers will appreciate—and help you get 

new ones, Send coupon today for Free Plan and Special 

Special Offer Offer: 
eae Sa : Attachment for 

grinding axes, 


FOLEY MFG. CO. 2cit” Bits: | crisaine axes 


Send Free Plan and Special Offer on Foley Lawn Mower etc. FREBP with 














Sharpener. Foley Lawn Mower 
NAME ....... SP Tr ee ee ee Sharpener. Send 
coupon today. 
EE aida bireceicedsrednasdehedssieeis boavedawadaeeee 
1ll 








THE LANTERN 





Embury Mfg.Co.,Warsaw,N.Y. 


WITH 


THE AERO 


FEATURES 





In 2 sizes 


Smart in looks. Smart in construc- 
tion. All-Weather Controls. Air 
Flow Combustion. Aero (rain 
shedding) Dome. Ride with the 
Air Pilot and you will reach new 
heights in lantern sales. 








NEW PRICE LIST 





NOW READY 


TWO SPECIAL DEALS, with extra long profits on 


the l-oz. and 4-oz. sizes, feature the new price list on 


Red 
new 


Arrow Garden Spray for 1941. Also featured are 


5-gal. drums, at a new low price per gallon. Get 


the facts on Red Arrow—advertised in more maga- 
zines to more millions of home gardeners than any 


othe 


r garden insecticide. Ask your jobber, or write 


giving jobber’s name, for full details. 


THE McCORMICK SALES CO. 


403 Light St., Baltimore, Md. 


McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 
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South Dakota Opposes 


Sales Tax 


i gwen any reduction in the 
South Dakota 3 per cent sales 
tax, the South Dakota Retail Hard- 
ware association held the 36th an- 
nual convention in Sioux Falls, Jan. 
28-30. Association members revealed 
themselves as unalterably opposed 
to a proposal of Governor Harlan J. 





WILLIAM WEIDENSEE 
President 


Bushfield, who has called upon the 
state legislature now in session to 
eliminate 1 per cent from the exist- 
ing tax. The sales tax resolution was 
not included in the original set of 
resolutions brought forward by a 
committee headed by F. I. Pixley, 
veteran Montrose, S. D., hardware 
man, but it was inserted after a hot 
floor fight. 

Secretary-Manager Earl Erlandson 
of Cottonwood, S. D., disclosed that 
out of 1200 replies to questionnaires 
sent out by the association to obtain 
sales tax sentiment, 85 per cent 
favored retention of the current 3 
per cent tax. 

P. O. Beaulieu, Winner, S. D., re- 
tiring president of the state asso- 
ciation, appeared to express senti- 
ment of a big majority when he 
declared: 

“T can’t agree with Governor Bush- 
field on this proposed reduction of 
the state sales tax. The WPA 
workers and the Indians out in our 
country never pay a cent of tax out- 
side the sales tax. Why shouldn’t 
they contribute something to help 
pay for roads and other governmen- 
tal expenses?” 

Succeeding Mr. Beaulieu as presi- 
dent of the association was William 
Weidensee, Gettysburg. Other offi- 
cers were elected as follows: Leo 
Ellwein, Freeman, vice-president, 
and Earl Erlandson, secretary-man- 
ager. Theo. Funk, Groton; Eric 
Heidepriem, Custer; Henry Desnoy- 
er, Jr., Clark; were named to the 


Reduction 


executive board, and L. C. Short- 
ridge, Thunder Hawk; G. R. Sid- 
dons, Platte; O. R. Baily, Alexan- 
dria, and Beaulieu were named to 
the advisory board. 

During the first day (Tuesday) 
of the three-day meeting, members 
registered and inspected the exhibit 
at the Coliseum annex. The same 
night they assembled at the Coliseum 
to hear a concert by the Washington 
High School band of Sioux Falls and 
to view motion pictures provided by 
the State Fish and Game Depart- 
ment. 

Wednesday, the second day of the 
convention, the first business session 
was held. On the program was 
President Beaulieu’s annual message, 
an explanation of the National Hard- 
ware Open House by Glendon Hack- 
ney, Indianapolis, editor of the Hard- 
ware Retailer; a humorous talk by 
J. D. Coon, Sioux Falls attorney, 
and committee appointments. The 
annual banquet and floor show was 
held Wednesday night in the ball- 
room of the Cataract Hotel. 

John H. DeWild, Minneapolis, 
trade extension manager of the Min- 
neapolis Civic and Commerce Asso- 
ciation, and J. L. Jacobson, St. Paul 
merchandising authority, spoke at 
Thursday’s session. 

Mr. DeWild said South Dakota 
hardware men could be justified in 
“advance purchasing for about six 
months” as they could anticipate in- 
creased business for the year. 

Delivering an incidental warning 
against high pressure salesmanship, 
which he said consumers distrust 
and fear, Mr. Jacobson gave a dis- 
cussion of sales psychology. 





EARL ERLANDSON 
Secretary-Manager 
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Sell The LARGE Size, Also 
While McGuire’s 18” Bamboo Lawn Rake best serves the average 
householder’s use, most home owners need only to be reminded that 
the 24” size is just what they require for heavy duty; raking leaves, 
rubbish, etc. Don’t overlook the /arger sizes in ordering and also 
suggest the 
large size to 
customers. It 
should sell two 
rakes for you 
instead of one, 
McGuire’s 
No. 1 Bamboo 
Lawn Rakes 
come in— 






STRENGTH3—> 3 


A Variety 
of SIZES 


18” for general use—24” 
for heavy duty and 30” 
for professional garden- 
ers on large estates, parks, 
grounds of public buildings, 
etc. Constructed in America 
by skilled American workmen. 
Ask your Jobber. If he is not 
supplied, write to us. 


THE GEO. W. McGUIRE CO. 


WHITESTONE, LONG ISLAND, N. Y. 
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A My) 
avatlable to those who act ATONE 
on these Highly destrable «tems 


1 DREADNAUGHT 8” SPEED SAW 





The finest, most advantageous port Rea 
able saw on the market with consider- Al 


ably greater than average cutting 
capacity and a motor you can't stall. 
Will cut full 2-3/16" at an angle of 
45°. Precision built. Thoroughly 
proven. Sells at less than saws of 
smaller capacity. 


LITTLE GIANT 
4” BELT SANDER : 


A modern streamlined tool of 
a thousand uses. Tremen- 
dously advantageous to build- 
ers, cabinet workers, main- 
tenance men, manufacturers, 
boat builders and dozens of 
other craftsmen. Built for 
trouble-free service—dustless 
—moderately priced. 






Here's your opportunity to get exclusive territory for two of the finest, 
fastest selling and most profitable items in the tool field. But you must 
act AT ONCE. Write for complete details NOW! 


pee CLARKE SANDING MACHINE OO 


rT t~‘“‘«iéiéaR DEPT. HA-1OO, MUSKEGO, MICH. 


FEBRUARY 20, 1941 
























ALL STEEL § 
PAK -AGE 
KITCHENS 





THE Lasy Selling. PROFIT LINE 


Because: Here is the complete line of matching sinks and 
cabinets 


Because: Here's the line with true merchandising features 


@ Stainless porcelain sinks @ Soap powder baskets 
@ Combination spray faucets @ Long-life cutting boards 
@ Lino-lined cutlery drawers @ Luxury chrome hardware 


Because: One unit sells another 
Because: |t's a virgin, unsaturated market 
Because: # is an all year-round business 


Auburn Central sinks and cabinets are the line 
for you to handle for quick sales and generous 
profits. Get complete details on the A-C profit 
plan .. . write, phone, or wire! 


AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 


AUBURN CENTRAL SINKS AND CABINETS - BUILT LIKE A FINE AUTOMOBILE 


A "HONEY" FOR 
OPEN HOUSE 
The New Hi-Lo Picnic Stove 
is jammed to the hilt with in- 
teresting sales features, in- 
cluding “Pan-less Cooking”, 
Adjustable Heat Control, 
Safety Windguards, Attrac- 
tive Carrying Case, etc. Re- 
tails from $1.19 up. Two sizes. 
Write today for prices, de- 
tails, and sales helps. 





HOTTEST 
HOTTER 
HOT 


HI-LO PICNIC STOVES 
UNION STEEL PRODUCTS CO. 


126 Berrien Street ALBION, MICH. 
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MAKE SALES with 
SALES MAKERS 
at your OPEN HOUSE 





Contents 1 doz. 05A Copper Plated Oil- 
ers, ¥z2 oz. capacity, 1'%/-inch spouts; 
1 doz. 05B Copper Plated: Oilers with 
22-inch spouts. Priced for competition. 


To sell these oilers just open display 
and place on counter. They MOVE. 


EATLE 


Tel iT 





Contents: 1 doz. #32 Copper Plated 
Oilers, 1/3 pint capacity, straight 
spouts. ORDER NOW. 


EAGLE MANUFACTURING CO. 
Dept. 921 Wellsburg W. Va. 




















Exhibits at.... 
HOTEL McALPIN and 


PERMANENT SHOWROOMS 


TOY MANUFACTURERS of U.S. A., Inc 


York 














New 


fth Avenue 





114 





Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 
Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


ery. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Toy Fair, March 10-15, 
1941, for wholesalers, and from March 
17-29, 1941, for all classes of buyers, at 
the Hotel McAlpin, 200 Fifth Ave., and 
1107 Broadway, etc., New York City. 
Manager, Horatio D. Clark, Toy Asso- 
ciation, 200 Fifth Ave., New York City. 


Eastern Hardware Golf Associa- 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delaware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City, is 
secretary. 

Gift Shows: Feb. 24-28, at Hotel 
Pennsylvania, New York City; March 


| 10-14, at Hotel Statler, Boston, Mass.; 


| Mfrs. Association. 


March 24-27, at Hotel Benjamin Frank- 
lin, Philadelphia, Pa.; March 31-April 
t, at Hotel William Penn, Pittsburgh, 
Pa. 

Home Modernization Show— 
“Modernizing the Home Exposition,” 
April 22-27, 1941, at the Grand Central 
Palace, New York City. ' 

Housewares Show, July 13-18, 1941, 
at the Atlantic City, N. J., Auditorium. 
Sponsored by the New York Housewares 
Secretary, Mrs. Flo 


| English, Hotel Pennsylvania, New York 
| City. 


| Orleans, La. 


National Retail Hardware Asso- 
ciation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Rivers Petersons, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 

New England Hardware Dealers’ 
Assn., Feb. 25-27, 1941, at Boston, Mass. 
Hotel headquarters, sessions and exhibit 
at Hotel Statler. Secretary, Russell R. 


| Mueller, 189 Dartmouth St., Boston. 


North Dakota Retail Hardware As- 
sociation, annual convention, March 
4-6, 1941, in Fargo, N. D. Headquar- 
ters, Gardner Hotel. Exhibits at Audi- 
torium. Secretary, Louis J. Thompson, 
21 Clifford Bldg., Grand Forks. 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Pennsylvania Wholesale Hardware 
and Supply Association, annual spring 
meeting, March 13-14, 1941, at the Hotel 
Astor, New York City. Samuel B. 
Smith, Steinman Hdwe. Co., Lancaster, 
Pa., is secretary. 

Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 
secretary of the jobbers’ association, and 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ association. 

Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rhinehart, 505 Arch St., 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Lubricating Oil 
(Continued from page 86) 
Apex Oil Corporation of Minnea- 
polis, Minn. He told me the first 

oil story. 

Now comes Mr. Hart of Galena 
and in this article we haven't 
scratched the surface of the inter- 
view with Mr. Hart. For instance, 
we have not touched on the long 
and romantic history of his com- 
pany. It reads like one of our best 
movie thrillers. I think these 
American industrial stories should 
be told. If all the hardware trade 
knew these stories of the concerns 
whose goods they handle every 
day, it would make business more 
interesting. 

Thousands of salesmen are mak- 
ing their rounds driving cars. How 
many know the oil they are using? 
How many have a sample oil can 
on board? A good oil business 
would go a long way toward pay- 
ing your automobile expenses. 
Get started! Show samples! Stick 
an oil label on your windshield! 
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of Labor. 





NEW 1941 SPARTON 


STING-RAY 


Electric Fence Controllers 


Now fully tested and approved by 
Underwriters’ Laboratory, Inc. 


Models for every purpose and type of current, operating 
on 110-V, AC or battery current. 
Wisconsin Industrial Commission and Oregon Department 
Model SR-C-1, illustrated, is combination oper- 
ating from either “high line” or batteries. 
starting at $6.95. 


THE SPARKS-WITHINGTON COMPANY, Jackson, Michigan 





A Few Distributor- 
ships and Dealer- 
ships Still Open. 
Write Today for 
Details. 


Fully approved by the 


Retail prices 








Support for Spring Sales— 


You can make a nice profit by reminding the “handy- 






CHAMPION SHELF BRACKET 

Improved style with deep drawn channel 
to replace old style brace. Gives greater 
strength and is easier to attach; permits 
full use of shelf below. 





CHAMPION BARREL BOLTS 
Wrought steel bolts that give sturdy as- 
surance of holding fast under all conditions. 
Available in Plated finishes or japanned 
finish. 
THE 


CHAMPION HARDWARE 


co. 





Changing Your Address? 


If you are, please send your new address 
to the CIRCULATION DEPARTMENT 


at least 3 weeks before you move. 


HARDWARE AGE 


100 East 42nd Street New York, N. Y. 











FEBRUARY 20, 1941 


1 3 | 
GENEVA, OHIO New York NY. | 











Put YOUR Money 
into LIVE Ones 


Every dollar you invest in Hoppe’s Gun Cleaning 
Products brings you back a respectable profit based 
upon sure sales due to active demand and absolute 
customer satisfaction. 


HOPPE’S PRODUCTS MOVE 


because shooters want them and 
know that they do an effective job of 
gun cleaning. That’s why the world’s 
best marksmen and the market’s 
wisest dealers say, “Hoppe’s for 
mine.” Write for our free booklets. 
Pass them along to your customers 
and make sales for yourself. 


FRANK A. HOPPE, Inc. 


2314A North 8th St.. Philadelphia, Pa. 

















Write For Our 1941 
Wholesale Price List 


Page’s have a full line of STANDARD 

a QUALITY SEEDS of Selected and Tested 

: Varieties. Also Onion Sets and PA-SE-CO 

Brand SEED CORN. 


Order TODAY an attractive Dispiay Case of Page’s Tested 
and Dated Seed Packets—available on our Sale and Re- 
turn Contract. 


THE PAGE SEED COMPANY 


_ “At Your Service Since 1896" 
P. O. BOX B-3 GREENE, N. Y. 


115 











PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 


AMERICAN SHEARER MFG. co. 


NASHUA, N. 


| KEY BLANKS 


OF EVERY DESCRIPTION 


a 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. w 











Derby, Conn., U. S. A. 








3 H 610¢ 
Sizes Cards 
a | 25¢ 
101 ; ee | Boxes 
Uses : ‘ . ; or Bulk 





_WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


The outstanding fastener for —_ 
sereens, garden furniture, frames, et ‘ ata 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 








$224 N. Clark St. Chicago, Iii. 





Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEAWNERS 
BEST FOR 25S YEARS 


Write for FREE Circular Mérd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, USA 





vena POLENTNEPERN AMADA EEN 







quunuaycnagnenacatenanntiy 


bf you're 
Looking for 


THE CLASSIFIED 

OPPORTUNITIES 

SECTION 
TURN TO 
PAGE 118 
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D aroun is over and 


the Beaton family is seated in the 
living room. George Beaton, head 
of the local retail hardware firm of 
Beaton & Co., is reading the eve- 


ning paper. His son, George, Jr., 
is reading the February 6th issue 
of HarpwareE Ace. Mrs. Beaton is 
just resting while her 17-year-old 
daughter, Jane, is looking over a 
motion picture “fan” magazine. 

MRS. BEATON: {had a terrible 
time this afternoon, George. One 
of those peddlers came to the door 
about 3 o'clock and tried to sell me 
some kind of gadgets. I simply 
couldn't get rid of him. I almost 
had to call a policeman. You'd 
think that we would be able to get 
rid of those pests in this town, but 
you have to get police aid to do it. 

GEORGE, JR.: You ought to 
live in Lyons, Kansas, Ma. 

MRS. BEATON: And_ why 
should I live in Kansas. Ohio is 
perfectly all right as far as I can 
see. 

GEORGE, JR.: Well, Ma, out in 
Lyons, Kansas, they have a system 
that gets rid of peddlers. The 
local chamber of commerce re- 
ceives applications from peddlers 
and if the fellow has a legitimate 
proposition and his product 
doesn’t compete with articles sold 
by local taxpayers he gets a blue 
card. If the article he sells does 
compete with local merchants he 
gets a yellow card stating that fact. 
The housewives know what the 


cards stand for and act according- 
ly. If he hasn’t any card he can’t 
sell anything in Lyons. It’s just 
as simple as that. I read about it 
in this issue of HARDWARE AGE. 

BEATON: And if you should 
ask me, that’s one mighty fine idea. 
Darned if I don’t see Jackson down 
at the Chamber of Commerce to- 
morrow morning and let him read 
that article. Might get some action 
at that. Say, George, was there 
anything about National Hardware 
Open House in that issue? 

GEORGE, JR.: Yes, about eight- 
and-a-half pages. Showed what the 
kit would be like and described 
what a good many of the manu- 
facturers were going to offer. Say, 
Dad, you remember that Major 
Appliance Parade that ran in 
Harpware AGE last year? Well, 
they have another one for 1941, 
and boy does it show things. 
Refrigerators, washers, dryers, 
ironers, ranges, vacuum cleaners 
and packaged kitchens—18 pages 
of ’em and a good many pages in 
two colors. That section describes 
90 major appliances that will be 
sold this year. 

BEATON: Give, son give! 

George, Jr. passes over the 
magazine. 

BEATON: Tl say that’s a 
parade. All it needs is a brass 
band. It sure tells a story. What’s 
this article about “Modernization 
Brings More Patrons and Profits?” 

GEORGE, JR.: Why that tells 
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about the new store of the Romp- 
age Hardware Co. in Hollywood, 
California. Describes how the new 
layout built up traffic and gives 
some very good illustrations of the 
new arrangement. And _ while 
you're at it read that one about 
greater farm sales. It’s good stuff. 
Tells how the farmers living off 
the hi-lines can be sold gasoline- 
powered major appliances. When 
the power comes along they can 
have them converted if they want 
to. That article has some good 
inside stuff on selling the farmers 

. and we’ve got plenty’ of farm- 


ers in this section. And say, Dad, 
don’t miss that article by Fayette 
R. Plumb on jobbers having to 
build up higher stocks this spring. 
Looks as if we retailers will have 
to follow their lead. You can’t tell 
what’s going to happen. You 
can't tell how this defense program 
is going to cut in on production 
and it’s best to be on the safe side. 

BEATON: By golly, George, you 
may have to do a year in the Army 
but you'll be a first class hardware 
man if you keep reading Harp- 
WARE AGE. 

G. M.S. 

















SPORTING GOOnpys 
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“\ WANT To EXCHANGE “THIS FOR A GUN THAT WILL 


“ 


HIT THE OUCKS 


THE ORIGINAL DRAWING OF THIS CARTOON, suitably mounted 
for use in window or other hardware store displays is available and will 
be sent, without charge, to the first reader sending 5 cents postage to 
cover mailing costs. Ask for HARDWARE AGE CARTOON NO. 5 
and send your request to Cartoon Editor, HARDWARE AGE, 100 East 


42nd St., New York City. 


FEBRUARY 20, 1941 





LARGE STOCKS... 


UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Strueturals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








(YOUR .FEMININE CUSTOMERS) 


. . . loves pretty things . . . and does most 
of the buying for 
the family . . . so 
smart hardware 
merchandisers at- 
tract her into 
their stores with 
beautiful GKS 
decorative metal- 
craft items like 
the new window 
shelf shown here. 





Gentlemen: How can I see the 
entire GKS line and get informa- 
tion about handling these prestige 
and profit-building items? 





ere 


Address...... 


City..... see ee Eee eT ere 














Classihied Opporvtumitien. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[  Chamsihied Adwentining Rater om 





Help Wanted, Accounts Wanted 
Business Opportunities 





Sales Repr tatives Wanted 
Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 

Each additional word......... .08 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 
Each additional word..............- 
Allow Seven Words for Keyed Address or Your Address 
BOXED DISPLAY RATES 
NG Foci dans snatntasecqanctecs 6. 
Each additional inch.......... 4.00 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—-@e-— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 
ing 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—e- 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 














| Positions Wanted =| 


Positioms Wanted | 





HARDWARE | PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


HARDWARE MAN WITH 20 YEARS’ EX- 
PERIENCE buying and selling general hardware, 
mine and mill supplies Age 42 years, married, 
good health. Can furnish best of reference and 
bond. Address Box E-291, care of Harpware Act 
100 E. 42nd St.. N. Y. City 


HARDWARE AND HOUSE FURNISHING 
MAN, 25 years experience wholesale and retail. 
Will invest a substantial 
sum Partnership or interest in business con 
sidered. Address Box E-298, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 


Open for a proposition. 


STOVE SALESMAN WITH GOOD FOL- 
LOWING among Texas jobbers and dealers 
wants attractive commission proposition without 
cash advances on modern gas ranges at right 


prices. References and bond available. Address 
Box E-241, care of Harpware Ace, 100 E. 42nd 
St., N. Y. City. 

YOUNG SALES EXECUTIVE: 14 YEARS’ 


EXPERIENCE in all 


sales functions Maj: or 


phases of field and office 
portion of time with Na 


tional Steel equipment manufacturer; also ex- 
perience in wire cloth field. Age 37, University 
graduate, married, excellent personality and suc 
cessful record Address Box E-296, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 

STORE OR DEPARTMENT MANAGER— 


THOROUGHLY experienced hardware, mill sup- 
plies, power tools, electrical and plumbing sup- 
plies, builders’ hardware and building materials. 
Trained in modern chain store merchandising and 
sales promotion methods, buying control, store 
arrangement and display. Age 38, married, loca- 
tion no object. Address Box E-297, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


SALESMAN, AMERICAN, CHRISTIAN, 
TECHNICAL COLLEGE MAN, world war vet 
eran, now selling hardware, factory, department 
store and other trade in New England and New 
York State seeks change. Will sell locally or 
travel any territory. $50. travelling expense, $50. 
salary or commission. Present line not adver- 
tised and too limited in scope. Address Box E-299, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City 
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TRADE, 
plumbing and hardware jobbers, 
dealers, and 
line. Can produce highest 
acter 
residing in 


of 


SALESMAN WITH ESTABLISHED 
throughout New England, calling on 
major hardware 
Desires reputable 
references of char- 
Have car, matried, and 
Address Box E-271, care 
42nd St., N. Y. City. 


direct-to you's. 


and experience. 
in Boston. 
Harpware Ace, 100 E. 














[Sein Tannedtalion erie 


| 








LISHED 
sell well-known Shanday line, 
Applicant must live 


SALESMAN TO TAKE OVER ESTAB- 
trade, eastern New York State, to 
brushes and mops. 


in territory and have hard- 


ware dealer acquaintance. Commission. Address 
Shane & Hays, 5300—21st Avenue, Brooklyn, 
ee 3 


( 


represent 
complete line of chemical specialties. 
ritories open throughout the U. S. 


‘ALLING ON HARDWARE jobbers, 


REPRESENTATIVES 
wanted to 
manufacturer of a 
Various ter: 
Give full in- 


MANUFACTURERS’ 


nationally known 


formation as to whom you now represent, territory 


covered, etc. 
ware Ace, 1090 E. 


JUNIOR SALESMEN ON 


Address Box E-295, care of Harv- 
42nd St., N. Y. City. 


AVAILABLE FOR 
FIXED SALARY 


FIVE POSITIONS 


AND CAR ALLOWANCE ,SELLING BUILD- 
ERS’ HARDWARE FOR LARGE MANUFAC- 


TURER. 
THIS FIELD. 
NEW 


STATES 


MUST HAVE EXPERIENCE IN 
TERRITORIES LOCATED IN 
ENGLAND, MIDDLE ATLANTIC 
AND SOUTHERN STATES _IN- 


CLUDING WEST VIRGINIA. LOCAL MEN 


PREFERRED. 
OF HARDWARE 


CARE 
42ND 


ADDRESS BOX E.-284, 
AGE, 100 EAST 


STREET, NEW YORK CITY. 


WANTED — ESTABLISHED MANUFAC. 
TURER’S REPRESENTATIVES IN principal 
markets of the United States, who are actively 


covering the wholesale hardware, 
chain store 
modernistic water filter, 


In 


without competition. 
giving details as to territory 
ried, etc. 
Ace, 100 E. 


OUR 


V 


SERVICEMEN 
TRICAL 
EVERY 
BUYS. 


department store, 
and mail order houses, to handle a 
made of special material, 
priced. A _ real water filter 

Write us fully if interested 
covered, lines car- 
Address Box E-294, care of Harpware 
42nd St., N. Y. City. 


colors, popular 





TOOL AGENTS - DISTRIBUTORS. 
GRIPTULE IS NEW AND SELLS 
ERY FAST. MECHANICS BUY ON SIGHT 
HARDWARE DEALERS — FACTORIES 

EXPERIMENTORS-— ELEC 
AND MECHANICAL TRADES. 
ana Woke uit PERSON 
WORDS WO EXPRESS THE 


GOODNESS OF OUR GRIPTULE, YOU'LL 


H 
U 


AVE TO SEE FOR YOURSELF. WRITE 
S FOR SALES PROPOSITION. ADDRESS 
GRIPTULE MFG. COMPANY, BOX 14, 


ANNAPOLIS, MD. 





SALESMAN: OLD, HIGHLY RATED 
WASHING MACHINE manufacturer wants ag- 
gressive salesman in Southern states also New 
England. Excellent future for good man. Write 
for details. Address Box E-300, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 





MANUFACTURERS’ AGENT OR SALES.- 
MAN CONTACTING wholesalers, dealers, mill 
supply houses, chain stores, etc. new, fast 
selling line, nationally advertised, is available. 
Write giving territory, references, firms repre- 
sented, etc. Address Box E-279, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 





BUILDERS’ HARDWARE SALESMAN, 
CALLING ON hardware and lumber yard trade, 
preferably one selling line butts and garage hard- 
ware, to handle on strict commission basis well- 





known line of locksets and shelf hardware. Estab- 
lished accounts to take over. Territories open—- 
New York State and New England. Address 
Box E-289, care of Harpware Ace, 100 E. 42nd 
=, BM. ¥. City. 

WANTED MANUFACTURERS’ REPRE- 
SENTATIVE TO COVER Missouri, Iowa, 


Nebraska, Kansas, and if possible North and 
South Dakota and Wyoming. High-rated com- 
pany offers splendid opportunity for man not tied 
down by too many lines. Outstanding, revolu- 
tionary product of established use well advertised 
and supported by complete merchandising helps. 
Give particulars about territory, lines, experience, 
when writing. Address Box E-275, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 











|  fecounts Wanted =| 











NON-CONFLICTING LINES WANTED 


by a competent sales representative covering the 
entire New England and New York state territory 
outside of Metropolitan New York area. For the 
past 15 years have sold both wholesalers and re- 
tailers in the hardware and sporting goods field, 
athletic 7 of all kinds and several hardware 
items. I have connected wi firms and 
now represent three leading manufacturers of non- 
conflicting lines in the territories mentioned. Can 
furnish ample and satisfactory references and am 
also well acquainted among the industrial rupply 

organizations and larger industrial firms in 
territory mentioned. 


Address Box E-258, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City. 














WANTED—FOR SOUTHEASTERN STATES 
—lock sets and builders’ hardware specialties, 
padlocks and latches to the dealer trade—hard- 
ware, building supply and marine hardware and 
ship chandlers. e are established and produc- 
ing. Lines wanted on straight commission. Ad- 
dress Box E-264, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


HARDWARE AGE 
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[Accounts Wanted | 











Attention Manufacturers! 


Have you the proper representation among the Paint, Wall 
Paper, Hardware and Plumbing Supply retail outlets in New 
England? 

We can offer you our own warehouse facilities with railroad 
siding and our own truck delivery service. 

For fifteen years we have been selling well-rated accounts in 
New England and enjoy a pleasant customer relationship. 

Only a limited number of items will be considered so that we 
can devote the proper selling attention to them. 

Bank and trade references furnished. 


Address Box E-290, care of HARDWARE AGE, 100 E. 42nd St., N. Y. City 





} — as 
MEXICO CEFY: _ MANUFACTURERS | 
AGENT, 15 years established looks for agencies! MANUFACTURER’S REPRESENTATIVE, 
3 yee utlery-Pliers, etc. Address | LIVE WIRE SELLING organization of nine men 
offers fon ardware Age. Address Box E-301,| with 15,000 square feet of showroom display 
City * arpwarr Ace, 100 E. 42nd St., N. Y.| desirous of securing lawn furniture line or items 
sa 2 | consisting of steel tubular chairs, tables or hard- 
eanes yo “ | ware house furnishing specialties or infants 
ote ate a te ORGANIZA- | furniture items or novelties, selling to the syn- 
New York arge following in the Metropolitan | dicate buying organizations, furniture, hardware 
New York area, selling to department and chain | and toy trade, covering the Eastern States thor 
stores, hardware and housefurnishing jobbers also| oughly. Twenty-five years’ experience. Finan- 
ee sae =, et a ee sell | cially sound. Address Box  E-287, care of Harp 
rect. ddress Box E-293, care of HarpWarr ARE AGE 00 E ? S r. ¥. City 
Ace, 100 E. 42nd St., N. ¥. City. warE Ace, 100 E. 42nd St., N. Y. City. _ 











TOOL LINE WANTED FOR _ ILLINOIS, 
Indiana, Ohio, Michigan, on commission basis 
I want a quality line with a set-up for hardware 
jobbers and a strict jobbing policy. Have warehouse 
facilities and do missionary work constantly. Have 
a good following among both jobbers and dealers. 
Well established—well financed. Young and in 
good health. Carry 3 fast moving lines now 
will never have more than four Address Box 
E-288, care of Harvware Ace, 100 E. 42nd St., 
m. =. City. 


[ Business Opportunitien | 











BARGAIN ON CHAIN 
1700 pounds 2/0 Electric Welded Twistlink chain 


$2.25 per hd. ft. 
5000 pounds Galvanized Lock Link Chain 2/0 $1.44 


per hd. ft. 
3000 pounds £0 Galvanized Lock Link Chain $1.02 
per hd. ft. 
2000 pounds 3/0 Galvanized Lock Link Chain $1.66 
per hd. ft. 
1500 pounds Coppered Cross Hooks for Passenger 
Cars 7¢_ner Ib. 
$000 pair Tire Adjusters 5¢ pair 
AMERICAN CANVAS COMPANY 
250 Commercial Street, Boston, Mass. 














| Help Wanted | 














AMBITIOUS YOUNG MAN EXPERI- 
ENCED HARDWARE clerk in store, who can 
visit accounts regularly. Address Box E-292, care 


| of Harpwarr Ace, 100 E. 42nd St., N. Y. City. 








advertising in the right medium. 


try it—send your ad to— 


Classified Opportunities Dept. 
100 E. 42nd Street 








He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


HARDWARE AGE is noted for quick results— 


HARDWARE AGE 


New York, N. Y. 
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The Dash (—) Indieates that the Advertisement Does Net Appear in This Issue 


Kester Solder Co. 

Keuffel & Esser Co. rele 
Keystone Steel & Wire Co.. 
Klein & Sons, Mathias 

Koch Sons, Inc., George 


L 

Lamson & Sessions Co. 

Landers, Frary & Clark . 
Libbey-Owens-Ford Glass Co. 
Lincoln Engineering Co. 

Upset Samrat Floor Machinery 
Lindsay Light & Chemical Co. 
Lockwood Hdwe. Mfg. Co... 


Lucas & Co., Inc., John.......... 
Lufkin Rule ‘Co., The 
Luther Grinder & Tool Co. 

M 
M. & M. Mfg. Co. . 
McCormick Sales Co., Inc. (Iron 
Glue Div.) 
McCormick Sales Co., Inc. (Red 
Arrow Div.) 
McGill Metal Prods. Co. 
McGuire Co., George W. 


McKinney Mfg. Co. 
Macklanburg-Duncan Co. 
Magor Car Corp. 
Manning, Bowman & Co. 
Marble Arms & Mfg. Co. 
Marlin Firearms Co. 
Master Lock Co. . 
Masters Planter Co. 


Mayes Bros. Tool Mfg. Co. 
Mayflower 

Mechling Bros. 

Megow . : ‘ 

Metal Industries, Inc. 
Metal Textile Corp. 


Miami Cabinet Div. 

Milcor Steel Co. . 

Miller, Inc., Robert E. 

Millers Falls Co. _ 
Milwaukee Stamping Co. 
Minnesota Mining & Mfg. Co. 
Moore Push-Pin Co. 

Morse Twist Drill & Machine Co. 


Motor Prods. ae (Deepfreeze 
Div.) es 

Myers & Bro. Co., ‘The F. E. 

N 

Nash-Kelvinator Corp. (Kelvinator 
Div.) . 

National Brass Co. 

National Cash Register Co. 
National Enameling & Stamping 
Co. . 


National Mfg. Co. 

National Plastics, Inc. 
National Pressure Cooker Co. 
National Screen Co. 

Ney Mfg. Co., The 

Nicholson File Co. 

Norcross & Sons, C. S. 

Norge Div. .... as 
Norlund Co., Inc., O. A. 
North American Press, The 
Norton Door Closer Co. 


° 
Okonite Co., The .. 
Ontario Knife Co. . 
Oxford Tool Co. 


Page Seed Co... 
Paine Company, The 
Patent Cereals Co. 
Patent Novelty Co. ‘ 
Peck, Stow & Wilcox Co. 
Pecora Paint Co. 
Perfection Stove Co. 
Petersen Mfg. Co. 
Pioneer Rubber Co. ............. 
Pittsburgh Plate Glass Co. ...... 
Pittsburgh Steel Co. 
Plantabbs Co. 

Plymouth Cordage Co. 
Premax Products 

Prime Mfg. Co. 
Progressive Mfg. Co., Inc. 
Puritan Cordage Mills 


° 


Quinn Wire & Iron Works 


Railway Express Agency (Air Ex- 
press Div.) 


Raybestos- Manhattan, Inc. ‘Indus- 
trial Sales Div.) 
Reeteeseenaan, Inc. (Ray- 
bestos Div.) : 
Ray-O-Vac Co. pee 
Remington Arms Co., Inc..... 
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Republic Brass Co. 

Richards-Wilcox Mfg. Co. 

Reynolds Wire Co. .. 

Rixson Co., Oscar C.. 

Roberton Mfg. cm . 

Rochester Sash Balance Co., Inc. 

Rogers Isinglass & Glue Co. 

Ruby Chemical Co. 

Russell, Burdsall & Ward Bolt & 
Nut Co. 


Ryerson & Son, ‘Inc. . Jos. T. 


| Samson Cordage Works 


Sand’s Level & Tool Co. 
Sandvik Saw & Tool Corp. 
Savage Arms Corp. 


| Schalk Chemical Co. 


| Schatz Mfg. Co. 


Schlueter Mfg. Co. 
Schollhorn Co., The Wm. 
Seiberling Latex Prods. Co. 


| Sentinel Radio Corp. . 





| Skuttle Sales Co. 
| Smith, 
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| Union Fork & Hoe Co., 


| Socony- Vacuum Oil ‘Ce. 


Sewerage Commission, The 


| Shamrock Fold-Away Basket Co. 


Shapleigh Hardware Co. 
Sheffield Bronze Powder 
cil Co. 

Shelby Cycle Co. 

Shelby Spring Hinge Co. 
Sherman Mfg. Co., H. B. 
Silex Co. mee Fr 

Silver Lake Co. 

Simplex Mfg. Co. 


& Sten- 


Inc., Landon P. 

Smith & Son, Inc., Seymour 

Smith & Corona Typewriters, 
... & 


Inc., 


Inc. 
Sparks-Withington Co. 
Speedway Mfg. Co. 

Stampit Corp. 

Standard Fence Co. 

Stanley Tools ; 
Stanley Works, The 
Starline, Inc. 

Stearns & Co., E. C. 
Superior Fastener Corp. 
Swift & Co 


T 
Tate Co., E. H. 

Taylor Instrument Companies 
Tennessee Coal, Iron & Railroad 
Co. ; 
Tennessee Corp. . 

Three-In-One Oil 

Tobacco By-Products & Chemical 
Corp. 

Toro Mfg. Co. .. 

Townsend, B. W. . 

Toy Manufacturers ‘of U. S. Au, 
Inc. 

Trico Fuse Mfg. ‘Co. 

Triplewear . 

Triplex Screw Co., 

Troy File Works . 

Tubular Rivet & Stud Co. 

Tucker Duck & Rubber Co. 

Turner, Day & Woolworth Han- 
die Co. 


The 


U 
The 
Union Hardware Co. . : 
Union Steel Prods. Co. . 
Upson Bros., Inc. ; 
U. S. Plywood Co. 
U. S. Steel Corp. 
United Stove Co. 
Utica Drop Forge & Tool Corp. 


v 

Val-A Co. 

Vaughan & ‘Bushnell Mfg. Co. 
Vaughan Novelty Mfg. Co., 
Victor Electric Prods., Inc. 
Viking Air Conditioning Corp.... 
Vita-Var Corp.... 
Vichek Tool Co., Th 


WwW 

Warner Mfg. Co. 

Warren Tool Corp. 

Westinghouse Electric & Mfg. Co. 
White Mountain Freezer Co...... 
Whitney Carriage Co., F. A. 
Wickwire Brothers, Inc. 
Winchester Repeating Arms Co. 
Windsor Wax Co. oe 

Inc., F. H.. 


Inc. 


Woodruff & Sons, 
Wooster Brush Co. 


Wright Steel & Wire Co., 6. F. 
Y 
Yale & Towne Mfg. Co., The...... 


Youngstown Pressed Steel Div..... 
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Bartlett Manufacturing Co. 
3034 EAST GRAND BOULEVARD 
DETROIT, MICHIGAN 


Bartlett No. |-W 
Compound Lever Tree Trimmers— 


Rope Pull 


Preferred by Public 
Utility Companies be- 
cause of the protection 
to the operator and its 
easy cutting qualities. 
Drop forged blade cuts 
1% in, limbs easily. 


BARTLETT Tree Paint 


For destroying and preventing the growth of wood 
destroying fungi and for the protection of wounds, 
use Bartlett's Tree Paint. Easily applied with 


ordinary paint 
Public Utilities and Pro- 


rush. 
Used by Highway Depts., 
fessional Tree Experts. Write for Catalog No. 26. 




















New Business Opportunities. a 


THE TRUE TEMPER TAPER FORGED SHOVEL 
THE TRUE TEMPER DYNAMIC HAMMER 
THE TRUE TEMPER TOMMY AXE 


Have set new highs...in buyer preference 
...in sales... because of tremendously 
improved design... utility... value. 


For your profit’s sake... be the first to display and promote 


TRUE TEMPER — 


tH 


S PRAYS, dips or brushes 
to a satin smooth fin- 
ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how’long it stands on shelf. 
\%& pt. to 5 gal. cans. 

At America's Lowest 
Price for Such Quality! 


WH And 22 Other Sheffield Fast Sellers BG 
SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
CLEVELAND, CHO ae 


Ay, ci 


TJane-Marked ROPE 































The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made 


COLUMBIAN ROPE COMPANY, AUBURN, "The Cordage City” N. Y. 
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ITS OWN SALESMAN 








A strong, evenly woven netting 
ith L _twis EAVE— 
which rolls out very straight and flat @ In every bal 
Does not bulge oF 848: Heavily galva a name of Wic lb ay emers netti 
nized. Furnished 9 1" and 9’ mesh peice reality, Chie , ire Brothers ting is a label whi 
in standard widths from 42" to 72” stomers that h abel is a siles ich bears 
Bales of 150 jineat feet. pena for Pree is a Siena orang for it tell: 
. oe en spacing to german setecaitce tee 
raight, and i anized—a gauge co ely inthe | 
| CORTLAND ANIMAL PEN AND @ You oy elastic, caus ane as that taste hog axe 
HEAVY puRPOSE when you di your interest Sten relation flat, hangs 
| NETTING —e Brotha Cortland coher ood ceaadunecst t | 
| jobber. ers products in ings. Specify ato interests 
A heavy duty» hexagonal mesh, your next orde se accepted 
g gauge and heav t from your 












ier. A choice iffe 
wire sizes to suit many uses 
able as heavy 45 14 gauesc in 2” mesh 
15 gauge in 1! "mesh 16 gaue® in 
mesh; and 16 gauge 34" 
Furnished heavily galvanized 
standard widths from 12’’ to ! 
in bales © 150 linear feet. K! 
j ST 
. ce 
chi 
CORTLAN EXAGON = 
pouLtTRY ETTING os 
Regular standard netting: } ie 
gauge—™mece with an © = 
continuous twist and heavily the 
galvanized. Furnished in 1 » — 
1%", an , snes—standard 
widths from 12’ to 2". Bales 





of 150 \ineat 


feet. 











WICK 
WIRE BROTHERS, INC. °° 
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LARGEST, 
HEAVIEST, 
BIGGEST 































A NEW improved ball- 
type, all copper Pot Clean- 
er that will thrill every 
housewife—because of the 
large size and ingenious 
construction this modern 
KITCHEN DEVIL will speed 
up the job of thoroughly 
cleaning pots, kitchen uten- 
sils, ovenwares, and scour- 
ing sinks, stoves, etc. It 
carries the Good House- 
keeping Institute Seal of 
Approval. 


KNIT LIKE 
STOCKING—Pure 
copper ribbon, 
knit on new ma- 
chinery designed 
for the purpose, 
produces a_ per- 
fect “stocking” 
which is then 
formed into the 
biggest, heaviest 
ball -type cleaner 
ever offered for 
the money. 


KITCHEN DEVIL is made of 100°/, genu- 
ine copper ribbon. It cannot rust, mat 
or lose shape, or splinter or shred into 
small particles. It is soft and gentle to 
dainty hands, and stays sanitary and 
resilient. Sterilized string can be used 
for hanging pot cleaner over sink to’ 
dry. Write us for special introductory 


SPECIAL offer (see left). Order from your jobber. 


For the introductory period only. we 
are offering dealers a special oppor- 


tunity (with special cartons) to [ ANDON be SMITH | Irvington, 
quickly turn over KITCHEN DEVIL e + nc., N. J. 


POT CLEANERS at retail for 


3 for 25¢ ‘Red Devif- PRODUCTS 
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OWERS 
alll their cum 


DIAMOND EDGE 


AND 


KEEN KUTTER 


The ENTHUSIASTIC interest which pros- 
pective purchasers of Lawn Mowers show 
in DIAMOVD EDGE and KEEN KUTTER 
is evidence of the DEFINITE appeal which 
these famous products possess. Here 
are popularly-priced mowers—first quality 
throughout — with individual personalities 
expressed in durable construction, easy 
operation and modern design, enhanced 
by the trade-marks which proclaim their 


mechanical excellence. 


Obtainable in a practical range of 
types and sizes, DIAMOVD EDGE or 
KEEN KUITER Lawn Mowers will help 
materially to increase your sales of lawn 
and garden needs this Spring. 


“DIAMOND EDGE 1S _A QUALITY PLEDGE” 


“The Recollection of QUALITY 
remains long after the PRICE is forgotten” 


SHAPLEIGH 
HARDWARE (Co. 


ST. LOUIS, MO. 





1843- Suveici’s 98 YEARS OF HoVORABLE SERVICE -1941 





Shapleigh National Series, No. 2347 mane age ate 








